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Rough Proofs 


“woo! makers say FTC lacks 
right to « nforce rule,”’ headlines Ap- 
yertistnc AGE. This is the first time 
on record the wool makers 
said anything but “Bah-h-h.” 


have 


- = - = 
Telling the FTC it hasn’t the right 
to enfi ree anything recalls the 
plight of the fellow whose lawyer 


insisted they couldn’t put him in 
jail, but there he was. 


~~ - | 


That was a cute idea of Kayser’s 
when they named their new panty 


girdle Sissy Britches, but they ought | 


to be warned they are taking an 
awful chance with clowning com- 
positors 


vgy¥e 


E. H. Scott, who writes 
five-page single-spaced 
prospects for his radio sets, must 
have got his early training with 
that pioneer tell-all apostle, A. W. 
Shaw. 


those 
letters to 


+ FF 


Gladys the beautiful receptionist 
says with all those big advertising 
men holding government jobs in 
Washington, it’s amazing there’s as 
much advertising running as there 
is. 


+, =. | 


“Whatever Main Street thinks of 
Wall Street,” sayz James W. 
Bridges, ““Main Street is not averse 
to making money.” 

The catch is that Main Street re- 
members a long time after it has 
lost its money. 


v v v 
“Never underestimate the power 
of a woman,” warns the Ladies’ 


Home Journal. Those who do soon 
find themselves behind the handle 
bars of a baby buggy. 


a a 


Radio and phonograph manufac- 
turers, FTC reports, spend 3.3 per 
ent of their total sales for advertis- 
ing. And it’s amazing the amount 

f noise they can make with it. 


vv, 
“Foresee end of free movie 
n radio shows,” says a recent news 
lem. But do you suppose movie 
stars interested in a radio spot will 


talent 


lave to line up for the usual audi- 
tions? 
v v v 
Vergil Reed says you can have a | 
t of luable statistical informa- 
©n compiled by the Bureau of the 
*nsus for the price of a football 
et. But who ever heard of a 
ustic throwing a touchdown 
* FF ¢ 
Retail S are worried over decen- 
ilizat of down-town shopping 
Teas ll that is needed to solve 
“€ Problem is a parking garage on | 
P of every department store. 
v v v 
Neigh rhood shopping is more 
oe veniie t for the busy housewife, 
tut cho eal , P 
“on she doesn’t think she’s earned 
the nly letter until she’s bucked 
™ ine in the bargain basement. 
’ v v 
\ . 
' sees McGraw would turn over 
_— e if he realized that the 
ar : 
out a! 1941] season might turn 
the be « nice curly-headed lad by 
name a 


f Gerald Priddy. 


Copy Cus. 


CANNED DESSERT 


14 BRAND-NEW 
T LAST: AB 
aEsSeRT THATS REALLY 
READY TO SERVE. 


© 
°c 
“a 
“ 


CUSTARP 


Nothing to add... 
no cooking ...no work 


THINK « of being able to serve at 
“ 


die Bui 


READY .1O-SERVE DESSERTS 


This 504-line test copy, appearing in 
Wilmington, Del., and Norfolk, Va., 
newspapers, tells housewives about new 
ready-to-serve cocoanut custard, choco- 
late pudding and butterscotch pudding. 
"Just chill the can... open... and 
serve!" For details of this and other 
test campaigns getting under way, see 
Page 34. 


Price Stabilizing 
Agency Set Up 
by President 


Leon Henderson Named 
to Head New Federal 
Office 


Washington, April 11.—President | 
Roosevelt established by executive 


order today the Office of Price Ad- 
|ministration and Civilian Supply. 
Under the Office for Emergency | 
Management and on a par with 
OPM, the new price stabilization 
agency will be headed by Leon 
| Henderson, now OPM price com- 
missioner. 

OPA will seek to prevent price 
spiraling, rising costs, profiteering 


and inflation, and to stimulate pro- 
| Vision of a necessary supply of ma- 
|terials and commodities needed for 
civilian use. OPA will set maxi- 
mum prices, commissions, margins, 
charges and other elements of cost 


or price. 
Names Committee 

Another assignment will be to 
“formulate programs designed to 
assure adequate standards for, and 
| the most effective use of, consumer 
| goods; stimulate the utilization of 
|substitutes by civilians for con- 


(Continued on Page 36) 
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INSURANCE NEWS 


Consumer Reaction 
to Grade Labeled 
Foods Being Tested 


Surveys Planned in 8 
to 10 Cities on Canned 
Goods 


By 
Washington, 


- HOME MADE NEWS ©. 


This Is Home Lifes 81st Annual Report To Policy holders 


i nm © 


A. P. MILLS 


D. C., April 8.— 
Surveys to determine consumer| <¢5.= 
reaction to grade labeled canned 
foods, sponsored by the Agricul- 
tural Marketing Service of the 
Department of Agriculture with the 


; : The Home Life Insurance Company, New 
cooperation of local organizations, 


York, threw conservatism to the winds 


are either in progress or about tO| when it came to producing an attrac- 
be started in eight cities, it Was| tive 81st annual report to stockholders. 
learned here today. Its eight-page policyholders edition was 

Grade labeled products packed in| closely patterned after ADVERTISING 


the six plants now operating under | AGE in size, layout, and type styling. 


the “continuous factory inspection” | For details of this novel insurance adver- 
service are being used in the tests, | *8'"9 see = eo Advertiser, 
Various procedures are employed in | — 


the various cities, but in all cases 
purchasers of grade labeled prod- 
ucts are asked to return a postcard 
| questionnaire. 
| Dr. Alice E. Edwards, former 
lexecutiv e secretary of the American 
'Home Economics Association who is 
now with the Agriculture Depart- 
|ment and in charge of the survey 
work, told ApverTIsInc AcE that it 
will be some time yet before suffi- 
,cient cards have been received to 
warrant drawing conclusions. 
To Expand Study 
Surveys are now in progress 
| Philadelphia, Washington, 
jand Knoxville. 


Federal Help for 
Consumer Asked 
by Colston Warne 


in|  tising Practices 
Chicago 
Others are to start 
'soon in Palo Alto and Sausalito, 
|Cal., and Lancaster and Wilkes 
|Barre, Pa. If sufficient stocks of 
grade labeled canned goods can be 
|Oobtained, investigations will also be 
launched in New York and Boston 
The tests vary between cities, but 
jin general the practice is to gain 


Columbia, 
filled with 


Mo., April 9. 
sarcastic references 
and__ the 
American industry, 
associate professor 
Amherst College, 
Consumers 
told the 


selling techniques 


of economics at 


this 
on 


Union, 
Conference 


Consumers Union Head 
Inveighs Against Adver-. 


In a talk | 
to 
the content of advertising messages 
of 
Colston Warne, 


and president of 
afternoon | 
Consumer 


Fireworks Missing 
at Conference of 


Consumer Educators 
Need for Consumer Ed- 


ucation Assumed; Dis- 
cuss Teaching Methods 


By S. R. BERNSTEIN 
(Other stories on Pages 6 and 22) 


Columbia, Mo., April 9.— When 
the second annual conference on 
;consumer education, sponsored by 
the Institute for Consumer Educa- 
tion at Stephens College, wound up 
its sessions in April of 1940, some 
of the finest pyrotechnics of the ad- 
vertising year had been set off. But 
as the third annual conference came 
to an end here today, observers 
agreed that the fireworks had sim- 
mered down to the point where they 
|consisted of little more than an oc- 
casional pouf, pouf from a toy pop- 


gun. In fact, if it hadn’t been for 
Colston Warne, president of Con- 
jsumers Union, there might have 


|been no fireworks at all. 

Some of the lack of fire was de- 
liberate and intentional, with the 
| Institute carefully setting up a pro- 
| gram on which controversial sub- 
| sects in economics and social science 
were held to a minimum, and the 
mechanics of education were given 
full play. The debate over the 
economic value of advertising, the 
need for consumer education, the 
place of business in the American 
}economy, and similar basic ques- 
| tions, was resolved beforehand by 
|the program builders, and as a con- 
sequence the meeting devoted itself 
almost exclusively to the mechanics 
of education, discussing such prob- 
lems as what to teach in consumer 
education courses, how to. teach 
them, etc. 


Take Basis for Granted 


|the cooperation of one or more|Education that it is high time con- | The lack of pyrotechnics does not 
‘retailers in establishing parallel |sumer education was taken out of | by any means indicate, however, 
|\displays of grade labeled and non- | private hands i.e., business and that educators have given up the 
grade labeled products. In most|advertising—and controlled and ex- | battle to enlighten consumers as 
leases, an attendant is present to|tended under public auspices the ‘y feel consumers should be en- 
| answer questions and_ distribute He also declared that govern- | lighte ned. On the contrary, the 
| postcards, |mental action of more or less drastic | whole atmosphere of the conference 

The Philadelphia survey, which | nature is required to prevent busi- | jndicated that the basic problems 
got under way only this week,|ness from operating on the theory 


involves cooperation on the part of | 

Gimbel Brothers, Temple Univer- | 

sity, Drexel Institute and the local 
(Continued on Page 35) 


of producing as much as possible at | 
the lowest possible price. “Efforts 
(Continued on Page 37) 


of scarcity and high prices instead | 


Last Minute News Flashes 
Newspapers to Get “Citizen Kane” Copy May 1 


New York, April 11.—Newspaper copy on “Citizen Jane,” RKO’s 
widely-discussed film, will break in New York, Chicago and Los Angele 


about May 1, it was learned today, to be 


ington and several West coast cities shortly thereafte 


Burnham & Morrill Expands Schedule 


New York, April 11.—Expanding its coverage of major markets, Burn- 
ham & Morrill Company, Portland, Me., has released a new schedule 
which includes newspapers throughout New England, in New York, 
Philadelphia, and several cities on the Pacific coast. The campaign 


features Burnham & Morrill baked beans as 
New England beans” distributed nationally 
New York, handles the 


baked-in- 
Hoyt Company, 


“the only genuine 
Charles W 
Burnham & Morrill account 


French to Promote Canaries as Pets 

Rochester, N. Y., April 11.—An aggressive campaign to popularize 
the ownership of canaries as pets will be launched next summer by R. T. 
French Company, bird seed manufacturer, it was learned today. Copy 
scheduled for a list of national magazines will feature tie-ups with 
Hollywood stars, especially those known for their vocal talents. Richard 
A. Foley Advertising Agency, Philadelphia, handles the account. 


Minneapolis Brewing Company Enlarges Campaign 
Minneapolis, April 11.—The Minneapolis Brewing Company will use 
750-line newspaper advertisements, running at least once 
now through July, in 89 papers in Minnesota, Iowa, Wisconsin and the 
Dakotas. Copy and headline will be identical throughout the series 


followed by schedules in Wash- | 


{education in their 


were already taken for granted, and 
merely the teaching details needed 
jironing out. 

| The attendance was somewhat 
smaller than last year, and major 
business executives were notably 
absent, but approximately 500 at- 
|tended the sessions. A number of 
iconclusions can be fairly drawn 
from this year’s conference: 

1. Consumer education is here to 
stay and grow. 

2. The overwhelming 
of consumer educators are 
|posed to business and 
such; they want correction of 
what they consider existing abuses 
jand inequities, without revolution- 
|}ary changes in the social structure. 
| 3. The technique of teaching 
consumer education and the matter 
|of exactly what to teach are still in 
ja state of flux. There is consider- 
|able disagreement among educators 
as to methods. 

4. Consumer educators in many 
cases are having difficulties in con- 
vincing the administrative heads of 
their own institutions of the wisdom 
of increasing the scope of consumer 
schools. 


Grades Wanted 
of the welter of 
what consumers need 


majority 
not op- 
advertising 
j|as 


Standards, 
5. Out 
about 


ideas 
for 


a week, from | greater effectiveness in the buying 


field 
eral 


are beginning to emerge sev- 
concrete suggestions upon 
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which most groups in the consumer 
field and the educational field can 
agree. These include: 

a. Standards for consumer goods, 
especially minimum standards. 

b. Some sort of differentiation 
between qualities of goods by means 
of easily identifiable grades or 
labels. 

c. Increased activitiy of the fed- 
eral government in the field of reg- 
ulation, but even more so in the 
field of policing and enforcement. 

6. There is a growing considera- 
tion in educational circles of the 
cooperative movement, although 
there is by no means unanimity 
among educators as to the part, if 
any, that this movement should 
play in consumer education and ac- 
tivities. 


7. Attempts at what educators 


consider censorship of teaching 
freedom, and similar attempts to 
label teachers “reds” or “subver- 


sive” have stirred more resentment 
in teachers than any other single 
action. 

“While business and advertising 
came in for numerous quips and 
jibes, these were incidental 
throughout the formal speeches, 
most of which dealt with internal 
teaching problems. Only at the in- 
formal round tables yesterday, and 
in the talk of Colston Warne this 
afternoon, were there real sem- 


|blances of cross-fire, and even in 


these instances no particular excite- 
ment developed. Prof. Warne’s talk 
is presented in detail elsewhere in 
this issue. 


Agree on Teaching Materials 


The opening session Monday dealt 
with adapting consumer education 
to specific needs, and discussed this 
problem from the educational 
standpoint with reference to vari- 
ous types of communities. The 
evening session Monday, discussing 
criteria for evaluating consumer 
education materials, heard Edgar 
Dale, Ohio State University, and 
Pauline Beery Mack, Ellen H. Rich- 
ards Institute, State College, Pa. 
Both agreed that there was no point 
in eliminating commercial material 
from the classroom, but insisted that 
all such material should be care- 
fully evaluated and analyzed so as 


'to make certain that it was accurate 


and impartial. It was emphasized 
that much commercially-sponsored 
material is not only better, but more 
timely and up to date, than ma- 
terial available from other sources. 

The round tables held all day 
Tuesday were devoted almost en- 
tirely to the mechanics of teaching 
consumer education, and the gen- 
eral session this morning was given 
over to presentations by govern- 
ment officials of the workings of 


the Food & Drug Administration, 
the Consumers’ Counsel Division of 
the Department of the Interior, and 
the division of nutrition of the Fed- 
eral Security Agency. 

Harriet Elliott, consumer com- 
missioner, National Defense Advis- 
ory Commission, addressed the 
group at dinner Tuesday, and a spe- 
cial meeting on Consumers Union 
was held Tuesday noon to discuss 
“advertising censorship of consumer 
educational material in the schools.” 
Both of these are reported else- 
where in this issue. 


“Popular Science” Ups 
Circulation Guarantee 


Popular Science Monthly has in- 
creased its guaranteed circulation 
from 500,000 to 550,000. There will 
be no immediate increase in adver- 
tising rates. 

This is the publication’s third 
circulation guarantee increase in 
three years. For the first three 
months of 1941 newsstand sales 
were 300,000 copies, with an aver- 
age total net-paid of 700,000 copies. 


Yankee Adds Two 


Carbuncle Outing Park, Oxford, 
Mass., and Gerald Boice, hatchery- 
man, Tivoli, N. Y., have appointed 
the Yankee Writing Service, Guil- 
ford, Conn., to handle their adver- 
tising. 


STARTS DRIVE 


ghat actually dyes rayons 
and celanese™ 


Wastn 


The only home dye GUARANTEED for al) fabnes 


—— 


This 420-line copy for Rit which ran in 
Salt Lake City and the surrounding area 
is the first insertion of the company's 
new campaign, featuring guaranteed 
dyeing. The campaign will move about 
the country, running in Texas next, after 
which it will work its way north and east. 
Earle Ludgin, Inc., Chicago, is the 
agency. 


k. c. 


market proper, but 


@ Retail buying power 


a plus percentage of new 
thousands of additional sales impacts for your product. 


CKLW 


MEMBER OF MUTUAL BROADCASTING SYSTEM 


HERE’S THE STAND-OUT BUY 
IN THE VITAL DETROIT AREA! 


CKLW 
Now at 800 kc. 


@ 25°, increase in our 500 micro-volt contour line. 


33% greater than under our old frequency. 


@ Total population in CKLW's primary area at 800 


33% greater than under our old frequency. 


@ Total radio families 


35°, greater than under our old frequency. 


22°. greater than under our old frequency. 


To the advertiser, our new wave-length means not only increased coverage within the Detroit 


$2,659,646,000 


listeners outside 


NO INCREASE IN RATES! 


5,000 WATTS 
DAY and NIGHT 


8,063,520 


2,211,523 


the Detroit: area with 


Robert Lusk Joins 
Ted Bates Agency 


Robert E. Lusk, for the past eight 
years a vice-president and director 
of Benton & Bowles, has resigned 
to become a vice-president of Ted 
Bates, Inc. 

Before joining Benton & Bowles, 
where he directed the Colgate- 
Palmolive-Peet and General Foods 
accounts, Mr. Lusk was advertising 
manager of R. H. Macy & Co. and 
L. Bamberger & Co. 


Kuoni Joins Harrer 


Charles Kuoni, formerly director 
of color photography for R. R. Don- 
nelley & Sons, Chicago printing 
company, has become associated 
with Fidelis Harrer, Inc., Chicago 
photography company, as a vice- 
president. 


Lever Sued by a 
P & G; Says Swan 
Imitates Ivory 


Cincinnati, April 8.—A perp, 
nent injunction against the many. 
facture or sale of Swan soap ». 
been asked here in a suit fileq 
U. S. district court by the Progte, 
& Gamble Company agains! Leyp, 
Brothers Company, Car ridge 
Mass. ts 


The suit alleges that the de. 
fendant’s recently-introduc: 


eget tag prod. 
uct, Swan soap, is in imitation os 
Procter & Gamble’s Ivory soap jy 


certain physical characterist Ar 


injunction is asked to prevent th 
manufacture or sale of Swan soap 
in its present form. ; 

A preliminary injunction, ap. 
counting of profits, dama; and 
costs of the action also e re. 


quested. 


Richer, McMurry to Talk 
to AMA, Chicago 


E. R. Richer, vice-presid 
charge of advertising at 
Schaffner & Marx, 


nt in 
’ Hart, 
Chicag » and 


R. N. McMurry, associate director of 
the Chicago office of the Psycho. 
logical Corporation, will address the 
Chicago chapter of the Americar 
Marketing Association on “Adam 
Average or the Story of an Adver. 
tising Campaign” April 15, at ¢ 


p. m., at the Sportsman’s Club, 36 
|N. Michigan avenue. 


The two speakers will discuss the 
steps taken in preparation of in ad- 
vertising campaign for men’s cloth- 


ing. 


Wendland Adds Two 


Superior Sea Food Company 
packer of Honor Brand quick frozen 
fruits and vegetables, and Allure 
Studio, maker of Allure hair re- 
mover, have appointed Harry J 
Wendland Agency, Los Angeles, t 
handle their advertising. The for- 
mer will use newspapers and radi 


Somerville Shifted 


Robert R. Somerville has beer 
transferred from radio spot sales t 
the Columbia Broadcasting Syster 
network sales department. 


$10,200 WORTH OF BUSINESS ORDE® 
WERE SECURED AS THE R 


$35 ADVERTISEMENT IN Dl 
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> Once there was a bee named Wrong-Way Harvey — 
such a stubborn know-it-all he always did everything 
the opposite way from his brothers and sisters. He 


wouldn’t wash his ears. He wouldn’t mind. He wouldn’t 
go to school. “I’ve stood enough, son,”’ said his father. 
‘You'll have to go to work, so I’ll tell you how to find 
honey.’’ “Don’t tell me,”’ said Harvey. “I'll bring back 
the goods without anybody’s help’’. . . And off he flew 
— South of course, because most of the hive bees were 


-: 
flying North. Harve was that way. At dusk he came .. 
back, and when they checked in his honey, they marked i. 


him ‘‘Bee minus’’... “Anyhow,” said Harvey, ‘I wasn’t 
going to be a copy cat and follow in the same silly line 
where all the big bees went.”’ ‘‘Too bad you didn’t,” 
buzzed his old man. ‘“They came back with honey.”’ 


The only time a bee-line 
is the shortest distance between two points 
is when you follow successful bees 


in the pages of The Saturday Evening Post 


than in any other magazine in the world 


...or if you want it in figures, last year no O 


magazine’s advertising revenue equalled of the Post's 


advertising revenue 
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Macy Offers Own 
Drugs, Cosmetics 
fo Drug Stores 


Exclusive Franchise Basis. 
of Plan to Extend Mer-. 
chandising 


New York, April 10.—R. H. Macy | 
& Co., arch enemy of resale price 
maintenance and aggressive pro- 
ponent of private label goods, this 
week moved to extend its merchan- 
dising orbit by making available its | 
drug and cosmetic lines to retail | 
drug stores on an exclusive fran- | 
chise basis. 

Although officials of the depart- | 


: 
ment store were reluctant to discuss | 


MAILING SERVICE 


Multigraphing Filling-in 
Addressing——Mimeographing | 


THE LETTER SHOP, Inc. | 


440 S. Dearborn St. Wabash 8655 
CHICAGO 


the new phase of the private label 
program, it was learned that “care- 
fully selected drug stores” in New 


York, New Jersey, Pennsylvania 
and the New England states have 


invited to discuss details of 
the plan with Supremacy Products, 
Inc., the Macy subsidiary which 
handles promotion of the lines. 

R. Griffes is in charge of this 
unit. 

The projected entry of Macy’s 
own brands into drug store distri- 
bution is the latest development in 
a program launched about four 
years ago when the Fowler, Dick & 
Walker department store in Wilkes- 
3arre, Pa., became the first out-of- 
town outlet for the New York 
store’s merchandise. Since that time 
distribution has been extended to 
about 50 other department stores 
from New England to Texas. In 
most instances drugs and cosmetics 
were stocked while in others Macy’s 
grocery products were included. 


been 


Expansion Foreseen 
That the Macy private brand 
operations were due for brisk ex- 
pansion was hinted a little over a 
year ago when the organization’s 
drug, cosmetic and food manufac- 
turing and packaging facilities were 


augmented by the opening of a new | 


factory in Jamaica, L. I., to add 
106,000 square feet of space to the 


existing 1,200,000 square feet in 
Long Island City. The store has 
been manufacturing many of its 
own products for the past 36 years, 
although the most important stim- 
ulus to its private brand activities 
was the advent of fair trade legis- 
lation. At present about 600 drug 
and cosmetic items are being pro- 
duced. Grocery operations consist 
chiefly of packaging and blending 
coffees, teas and fancy groceries. 
The production layout includes the 
most modern automatic machinery 
and processing equipment avail- 
able. 

Always a believer in a brisk cus- 
|tomer traffic flow as the essential 
success ingredient in merchandising 
its private brands, Macy’s turned, 
in January, 1939, to the super- 
market field as a possible volume 
outlet for its lines. The initial 
super-market test was launched in 
the Baltimore Food Fair, a unit of 
|the Union Premier chain which 
enjoyed a $40,000,000 volume last 
|/year. Here a drug department was 
opened featuring Macy’s drugs and 
|cosmetics, and later Macy’s films. 
|Six months later a second Food 
|Fair unit in Baltimore took on the 
lines. 


Now 75 Outlets 


Throughout 1939 and 1940 more 
and more super-markets were 


Larger Than 


_——— 


F you're planning to cover Rhode Island 


this year, go to it. 


It’s a swell State. 


But 


if you want to cover exactly 863 square 
miles more than 14 times Rhode Island's 
area, then look to the Nashville Market. 
And look to the Nashville Banner and the 
Nashville Tennessean as the only com- 
plete coverage of this great market. There 
are many facts about the Nashville Mar- 
ket that make advertising particularly 
profitable there. We'd like to tell you 
about them. May we? 


EVENING 


Nashville Barner’ 


NASHVILLE TENNESSEAN 


SUNDAY 


NEWSPAPER PRINTING CORP., Agents ®@ THE BRANHAM CO., National Representatives 


added to the Supremacy clientele. 
At present there are about 75 such 
outlets, chiefly along the Atlantic 
‘seaboard, but extending also to 
upstate New York and to Cleve- 
land. 
| An observer who has been close 
lto the Macy 
ADVERTISING AGE recently that the 
|experiences of the out-of-town out- 
llets thus far point to varying 
degrees of success, depending 
largely on the aggressiveness of the 
|merchandising and particularly the 
display effort put behind the prod- 
ucts. Macy’s technique of display- 
ing its own brands alongside na- 
tionally advertised products has 
proved to be the most potent device 
for sales volume in practically all 
cases. Some stores have adopted 
‘this plan while others have been 
;content to stock the Macy lines 
| without any special merchandising 
|emphasis. The latter have not fared 
so well. 

In virtually all cases, however, 
|substantial newspaper linage has 
| been used by retailers in promoting 
| the Macy products. Costs have been 
borne entirely by the dealers and 
lit is estimated that to date about 
|400,000 lines have been used for 
this purpose in local papers outside 
of New York. Copy suggestions 
| have often been advanced by the 
New York store and it is likely that 
a regular mat service will be estab- 
lished when the distribution pattern 
is more clearly established. 
Product Sales Soar 

Sales of Supremacy Products 
were up last year several hundred 
|per cent over the previous year. 
| Although distribution is spread over 


|a wide geographical area it is spotty | 


from a national viewpoint. The 
advent of retail drug stores will add 
a fourth classification to the three 
general types of outlets that have 
been carrying the Macy lines—spe- 
cialty stores, usually handling only 
|drugs and cosmetics; department 
|stores and = super-markets. Sales 
' volume is, of course, a_ closely 

and while super- 


|'guarded secret 
|markets with drug departments are 
|believed to be averaging about 
$30,000 annually on the Macy lines, 
there have been reports of success- 
ful out-of-town department store 
operations which have shown a 
_monthly volume as high as $10,000 
| for the Macy products alone. 

| Store officials expressed belief a 
short time ago that when distribu- 
|tion objectives are attained, Su- 
premacy Products will operate a 
merchandising service department 
/to assist local retailers and bring to 
ithe hinterland the successful adver- 
\tising and selling techniques that 
have been tested in the great New 
York store as a practical laboratory. 


| 
| 


“Parents” Names Welles 
New England A. M. 


Parents’ Magazine has opened a 


New England office in the Park 
Square bldg., Boston, and _ has 


|} appointed Merrill C. Welles’ in 
| charge, as New England advertising 
manager. He succeeded Henry A. 
Hartwell, Jr., who returned to the 
|New York office of Parents’ Insti- 
|tute in an executive capacity. 

Mr. Welles formerly was adver- 
tising manager of Atlantic Monthly, 
New England advertising manager 
of House Beautiful and a member 


of the Carroll J. Swan organization. | 


Firestone Tire Adds 
pennsays Washers 

Firestone Tire and Rubber Com- 
pany has placed electric refrigera- 
}tors and washing machines, carry- 
|ing its own brand, in 200 stores and 
|is expected to supply the new appli- 
ances to its 620 controlled outlets 
| by mid-summer. Refrigerator prices 
range from $99.95 to $149.95, with 
ithe washers selling at $39.95 to 
| $59.95. 


Anderson Named 
to New CBS Post 
Ernest 


Anderson, a member of 


the Columbia Broadcasting System | 


|sales promotion staff in Detroit, has 
| been placed in charge of sales pro- 
motion of the new CBS 64-station 
long-wave network in Latin 
America. His headquarters will be 
in New York. 

Before joining CBS Mr. Ander- 
son was with Macfadden Publica- 
tions. 


picture disclosed to} 
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STAFF "FOR LIFE" 


At Last! — Thamis Te Thendore Earle—Every Man Woman And Child Can Exper Ad Whew = 


NOW COMES AN UTTERLY NEW ANp 
REVOLUTIONARY KIND OF BREAD! 


Better than “White”! Better than “Whole Wheat”) 
Because better for health and better for fia .. 


ST) AOE AOE TT TUR, LOPE CRE CENTS, Tee 
eT ORR FITAMORS AD MURERAL | HITE AL. THE CE FLanOe 
r rr eorece cavuns cavt wuts! ane 
' WwW D| Ment OF iTS OUTER, erTUER. ame 
| CEST, SrUNTERY “seer 


-Thanks to the Earle Patented Process 


2 wSTAFFOLurIO2) | 
This prem siaaidai copy 


initial promotion for Staff, new bread 
developed by Continental Baking Com. 


s the 


pany. The campaign, which started 

in Rochester, will swing rapidly into 

other key markets during coming weeks 

on behalf of this “new and revolutionary 

kind of bread,” enriched in natura! vita. 

mins by the Earle patented process. Ted 
Bates is the agency. 
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Complete Program 
for Bureau of 
Advertising Meet 


New York, April 10.—Colone} 
Frank Knox, Secretary of the Navy, 
and C. R. Smith, president of 
American Airlines, will be the prin- 
cipal speakers at the annual dinner 
of the Bureau of Advertising, to b 
held at the Waldorf-Astoria her 
April 24 in conjunction with the 
jannual meeting of the 
Newspaper Publishers 
it was revealed today. 
terson, editor of the Toledo Blad 
will be toastmaster. 


Association 


of the ANPA will be devoted t 


advertising, with R. R. Deupree 
|president of Procter & Gamble 
'Company, and Paul V. McNutt 


principal speakers. William A 
Thomson, director of the Bureau 
’ 


|and George Benneyan, research and | 


|promotion manager, will 
bs eige Edwin S. Friendly, Neu 
|York Sun, and chairman of the 
| Bureau, will preside. 
A quiz session with Col. Leroy 
|W. Herron, Washington Star, acting 
as interlocutor, is also scheduled 
Newspaper-owned radio statior 
executives will meet April 20 and 
| 22 at the Waldorf, under chairman- 
|ship of Mark Ethridge, to discuss 
| forthcoming FCC hearings. 


1,400,000 
CUSTOMER- HOUSEWIVES 
EVERY WEEK — 


ee 


This important group of shop- 
pers, readers of the only wo- 


man's weekly magazine, are © 
“must” audience for many o 
large and frequent advertiser. 


Advertiser's eyo 


1940 Expenditures in 


$ 00 
94)5,000_ 


Magazines 


| Average num : 
in each magazine 


————— 
INSERTIONS IN 


THE FAMILY Cnc 3O_ 


ber of insert'o”* 


na 
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THE FAMILY CIRCLE 
: The only woman's 


American 


Grove Pat- 


The Wednesday afternoon session 


Federal Security Administrator, as 


present 
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AGAINST the NIGHT... 


Ever since Liberty gave birth to this Nation, the rest of 
the world has underestimated the strength and power 
that spring from the unity of the American home. The 
influence of American family groups . massed and 
united . . . is beyond the ken of most foreigners. That 
plain people (for Americans are plain people) . . . in 
their homes . . . should exercise the mighty sovereignty 
of a mighty Nation is to them inconceivable. 


Yet this is true. For better than 160 years American 
families—fathers, mothers and children—in nightly con- 
vention assembled have constituted America’s highest 
court of authority. 


7 7 7 


No one knows this better than the intelligent American 
businessman who has built his success largely through 
advertising in the medium that he knows reaches the 
family group as a whole. 


In Chicago, this medium is The Chicago Daily News— 
because it always has sought to maintain standards of 
truthfulness, cleanliness of content, thoroughness and 


fidelity of reportorial skill. For 65 years its publishing 
philosophy has won the respect and admiration of news- 
papermen themselves, as well as its large and influential 
audience of reader-families. 


How highly the people regard The Chicago Daily News 
is proved by the fact that today its circulation is the 
greatest in its history ... a Home Coverage circulation 
that penetrates every section of the city and suburbs, and 
a circulation of 
460,000 families with an accepted adult readership in 
excess of 1,250,000. 


exactly parallels purchasing power. . . 


How incomparably effective it is as an advertising me- 
dium is proved by the fact that, again, in 1940 The Chi- 
cago Daily News carried more Total Display Advertising 
than any other newspaper in Chicago—morning, evening 
or Sunday. (Source: Media Records, Inc.) 


y ’ y 


The Chicago Daily News offers one of the greatest mar- 
kets in America for any advertiser whose merchandise or 
service appeals to any member of the family group. 


THE CHICAGO DAILY NEWS 
Chicago’s HOME Newspaper 


WITH THE MOST VALUABLE CIRCULATION IN THE CITY 


DAILY NEWS PLAZA, 400 West Madison Street, CHICAGO 
NE\ YORK OFFICE: 9 Rockefeller Plaza 


DETROIT OFFICE: 4-119 General Motors Building 
SAN FRANCISCO OFFICE: Hobart Building 
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Maintaining Flow 


those of informing consumers and 
policing markets. 


{cern is therefore with the prob- 
These have been | lems of insuring the production and | 
and are important parts of our task |availability of sufficient supplies of | 


‘of consumer protection in defense.|consumer goods. Only by insuring 
of Goods ls Our But they are not our whole job— the availability of the actual things 


First Job: Elliott 


Other Aspects of Con- 


or even our main job. 

“The main work of the consumer 
division affects consumer goods be- 
fore they reach the market. It is 
concerned with the basic question 
of the supply of goods. And it is 
at the point of supply that the de- 


which go to make up the consumer 
standard of living can the problems 
of consumers be met in any funda- 
|mental way. No amount of wise 
buying, of informed salesmanship, 
or even of price regulation can be 
of use to consumers in the absence 


Pp | |fense program with its great expen- | of the things to buy or sell or price. 
sumer rob em Second- diture of energy for military pur-|It avails consumers little to know 


| 
ary, Educators Told | 

Columbia, Mo., April 9—While. 
the consumer buying problems of | 
informative selling, standards, 
grades, and other methods of de- 
termining quality and use are part! 
of the job of consumer protection 
and defense, they cannot be the} 
whole job or even the main job at 
present, Harriet Elliott, consumer 
commissioner on the National De- 
fense Advisory Commission, told 
the conference on consumer educa- 
tion here last night. 

“At first sight,’ said Miss Elliott, 
“it might seem that the main con- 
cern of the consumer division would 
naturally be with those same as- 
pects of the problem of consumer 
protection, and that the principal 
activities of the division would be 


poses most directly affects the 


consumer interest. 
Must Insure Production 
“Consumers are eager to see the 


|defense program pushed forward as 
| vigorously as possible. To facilitate | the consumer division is necessarily | 
that they will be ready to make | inconspicuous and undramatic since | 


sacrifices if and when they are 
necessary. What they will object to 
is the requirement of sacrifices that 
are unnecessary — sacrifices that 
could be avoided by proper plan- 
ning and proper consideration of 
civilian welfare, by positive meas- 
ures to make sure that the nation’s 


production resources are fully mo-|and departments, so that production | 


bilized—not only for the produc- 
tion of armaments—but also for the 
production of all those basic con- 
sumer goods that are needed by the 
people of the country. 

“Our first and fundamental con- 


what qualities to look for in alum- 
inum kitchenware if such kitchen- 
ware is not to be on the market.” 


May Change Philosophy 
The approach to this problem by 


it involves working at places where 
the policy decisions are made, Miss 
Elliott said, but the work has nev- 
ertheless been effectively carried 
lout through close coordination be- 
| tween the consumer division and 
all the other divisions of the com- 
| mission and of government bureaus 


'of consumer goods is hampered as 
little as possible by defense re- 
quirements. 

“T have laid stress on the prob- 
i\lem of supply from the point of 
view of both production and allo- 
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In their offices at their desks, 
executives buy direct or through subordinates: 
RAW MATERIALS 
AIR CONDITIONING 
TRANSPORTATION 
ADVER’ 


and many other things 


MACHINERY 
CONSTRUCTION 
BANK SERVICE 
INSURANCE 


$$$ 


in executive publications that are read at home 
is lost, unless your story is repeated or mer- 


chandised on the two square y 


top where the executive buys. 
$$$ 
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The one and only national publication 


ma’ 


management 


$$$ 
TISING 


a cants 


Defer ( ompan 
cate Group 
os Henle ares 


Seonrse Hv 


. Spending 


| 


ow. ee ~ 
ae td Go0D800 
— <= 
—=— > a 
= eS + eee 
- es — 
— 
—) 


for management executives that does this mer- 
chandising job for you is The Wall Street 
Journal. 86 per cent of its subscribers read 
it in their offices at their desks. 

It gives you, per advertising dollar, 


more readers who are active management- 


executives of industrial corporations with 


publication 


$$$ 
rards of desk 


assets of over $1,000,000 than any other 


magazine or newspaper. 


Step up the success of your whole drive 


to sell management executives by using — 


-_——_—— 


THE WALL STREET JOURNAL 


NEW PEANUT BUTTER 


NO DRY 
SANDWICHES! 


PEANUT BUTTER 
SPREADS CREAMILY 
WO Ol ON TOP 


If your dealer cannot supply you, send a penny post- 
card to Derby Foods, Inc., Dept. 30-1, Chicago, Ill., for a 
FREE 2-02. SAMPLE OF PETER PAN PEANUT BUTTER 


Small newspaper advertisements, similar 
to this one in the Hartford Times, are 
| being used to promote the Derby Foods, 
Inc., Chicago product in selected mar- 
kets about the country. Greater distri- 
| bution is sought, and consumers are 
offered free two-ounce samples. 


_ cation because this is the basic 


| Problem of consumer protection and 
| because it is the aspect of the work 


lof my division which is least con- | 


|spicuous to the public. 

| “I have stressed it for another 
| reason, because it is the basis for 
| what may be the most significant 
| contribution growing out of the 
representation of consumer inter- 
‘est in defense. We all know that 
| the traditional emphasis on the pro- 
‘ducer point of view has led to re- 
strictive tendencies in our democ- 
racy. Profits have been sought out 
of high prices and low volume. The 
American productive system has 
been operating way below capacity 
and has failed to give us the level 
of living of which it is capable. 


Getting Good Cooperation 


“The fundamental consumer 
terest is in the actual things which 
go to make up daily living. The in- 
troduction of this point of view into 
public policy will create a continual 
pressure against restrictive tenden- 
cies and toward the full operation 
‘of our economy which alone can 
give us a sound basis for the demo- 
cratic future which we are seeking 
to defend.” 

The second part of the immediate 
task of her division, Miss Elliott 
said, is to maintain the stability of 
living costs, particularly with re- 


spect to two types of situations— | 


where price increases have threat- 
ened in the absence of any short- 
age of supplies, and where “buy 
now, the price is going up” adver- 
tising or similar measures have 
tended to panic consumer buying 
and artificially induce a price rise. 

Activities along these lines have 
been undertaken in cooperation 
with retailers, wholesalers, manu- 
facturers and consumers and “on 


with business have achieved very 
gratifying results.” 


Only Advisory Board 


division, and in fact the entire Na- 
tional Defense Advisory Commis- 
|sion, is entirely an advisory board, 
without power to compel action in 
any instance or situation. It can 
merely suggest, guide or plead; it 
cannot command. Its effectiveness 
would be greatly increased, she in- 
dicated, if the public were aware of 
the type of activity in which her 
division is engaged and took an in- 
telligent part in the work through 
the formation of state and local 
consumer defense commissions 
which would act as channels of 
communication with the national 
body, and would report situations 
calling for national attention on the 
one hand, and on the other receive 
suggestions and requests for coop- 
eration from the national body. 


in- 


the whole, these cooperative efforts | 


Miss Elliott emphasized that her | 
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Ballrooms Find 
Car Card Technig 

'Take-One'’ Pads Yield 
Results; Open Ideal Dog 
Food Drive 

(Picture on Page 39) 

Chicago, April 9.—It’s an oq 
story that the strains of rhythr: ca} 
music have a way of tantalizing thy, 
toes until they go into action \ jth 
a minimum of effort, but the 1. 
gon and Trianon ballrooms here are 
finding that advertising can acc m- 
plish the same objective, at leas! cary 
card advertising can, and they ». int 
to enhanced business as the p) of 

So far as the Trianon Ami se- 
ment Company, owner of the ll- 
rooms, is concerned, it feels it jas 
hit upon an advertising techn que 
whose pulling power not onl, js 
evident in increased patronage, but 
it has other proof, and therein (ies 
the story. 

During February it ran card. in 
Chicago Surface Lines cars ad\er- 
tising Dick Jurgen’s band at the 
Aragon and Lawrence Welk’s band 
at the Trianon. There were pictures 
of the band leaders and something 
else—a “take-one” pad from which 
car customers were invited to tear 
off a sheet which showed them how 
|}to dance the varsity step and the 
inaugural waltz step. y n 
| A Sell-Out 
| Here’s the score on that one 
/month’s campaign as reported to 
|Bruce Clark, sales manager, Na- 
tional Transitads, Inc., which han- § 
‘dled the job: There were 1,395 © 
cards posted and, in the course of { 
the month, 2,120 pads or 106,000 
“take-ones” were attached to the 
cards. At the end of the month 
9,283 ‘“‘take-ones” remained, most 
of these in a worn condition not 
useful for distribution. The balance 
sheet shows that 96,717 “‘take-ones” 
were used. Of the 1,395 cards 
posted, 1,310 remain in satisfactory 
|condition for further use. 
| If the numbers of those wh 
| know the varsity step and inaugural! 
waltz have increased as a result of 
ithe February drive then these ad- 
|vertising ballrooms should now see 
|an influx of new rumba dancers, 
|for a new card campaign is just get- 
ting under way with “take-ones” 
teaching devotees of the dance the 
rumba’s intricacies under the tutel- 
age of none other than Arthur Mur- 
|ray. This time the faces of 0; >. 
Tucker and Bonnie Baker appectq he Baw" 
the cards, appearing at the A hy Mis 


with Lawrence Welk 
the Trianon. 


Wilson Adopts Plan 

| Now, beginning April 15, the dog 
| food division of Wilson & Co., Chi- 
| cago packer, will try its hand at the 
pulling power of the “tak: ne’ 
device on Chicago surface ines 
|cards, using a coupon and premium 
|}appeal as a check on the att 
getting power of a card adv ing 
Ideal dog food. The prem 
“Scizz-Set” consisting of tw . 
of scissors in a leatherette k \ 
be offered in return for thre seal 
dog food labels and 25 cent [ 
is the first time car cards hi 
used to promote the dog fo 
the final score on the driv: 
ing awaited eagerly. The U \a- 
vertising Corporation is ng 
the account with L. Engl 
account executive. 
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CBS MBS 


PORTLAND, OREGON 
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B seoneas JEFFERSON Aas twice 


President of the United States. He also sery@d as Vice- 


President, as Secretary of State, and as \finister to 
France. But his own estimate of his — 
as cut into his tombstone, mentions only that he was 
“author of the Declaration of Independence, of the 
Statute of Virginia for Religious Freedom, and Father 


of the University of Virginia.” 


In writing the Declaration of Independence, 
Jefferson gave mighty meaning to the wordless roar 
which is the voice of the people. He made articulate the 
hope in their hearts. “Life, Liberty, and the pursuit of 
Happiness” was also a declaration of independence for 
the individual. A proclamation of man’s right to be a 


person, to be different and separate. 


Happiness, itself, cannot be declared or dis- 
pensed, but “the pursuit of happiness” asserts the right 
to reach for it; to try — even to fail. American history 


is the record of that pursuit, that search for freedom. 


Liberty, the magazine, believes in this concept 


of personal happiness. Editorially, it is an extension of 


that pursuit. or Liberty is concerned with its readers 
as people. As humans who have a right to be happy 
whether that involves the better understanding of a 
complex world problem or the successful completion of 


a cross-word puzzle. 


This pursuit of happiness in personal, human 
terms 1s the thread which runs through every page, 
which ties Liberty issue by issue, and year by year. It is 
also the cord of understanding which binds Liberty’s 


readers close to each other — and to their magazine. 


Liberty’s readers are numbered in the millions. 
They wear doctor’s coats and bookkeeper’s eyeshades; 
housewife’s aprons and brakeman’s buttons; yachting 
caps and welder’s goggles. But to Liberty, they’re all 
human beings. People in search of understanding and 
relaxation. People whose only common denominator is 
the personal attitude evidenced in their liking for 
Liberty. The feelings and beliefs of such people make 
them as important today as their spiritual forefathers 
were whenthe “unalienable rights”-life, liberty, and the 
pursuit of happiness-were penned. In that other time 


when the people of this nation faced the uncertain future. 
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B . | producing functions of our economic 
usiness-Consumer |system must work together, the Na- 
\tional Better Business Bureau this 

| week released a formula for mutual | 


| . . 

Platform Ur eS understanding, representing the 
| . . 
Peery of consumer representatives 
and business executives. 


° | The “Business-Consumer Plat- 

U coopera ion \form” is the outgrowth of a con- 
| sumer credo prepared through the 

{combined efforts of the American 

Credo Offered at An-| Association of University Women, 


nual Conference in New |American Home Economics As- 
Y L sociation and General Federation of 
or 


|Women’s Clubs which are repre- 
|sented jointly in the National Con- 

New York, April 9.— Rejecting |sumer-Retailer Council. The credo, 
the philosophy that there must be | reported in full in ApvertisinGc AGE, 
“eternal warfare” between business |May 6, 1940, was presented at the 
and consumers in favor of the |annual business - consumer confer- 


proposition that the consuming and |ence sponsored by the National As- 


sociation of Better Business Bu- 
reaus. 

Prefaced by a credo which cites 
the interests and needs of indi- 
viduals and business in a democracy 
and the necessity for constructive 
teamwork, the platform puts equal 
emphasis on the responsibility of 
consumer and producer in effecting 
satisfactory relations. In a state- 
ment of general principles and ob- 
jectives, the platform maintains 
that business must give accurate 
and helpful information to consum- 
ers, while the latter should inform 
themselves of the nature of goods, 
production and distribution. The 
individual consumer should be 
aware of her particular needs, the 
platform continues, so that she may 
be equipped to evaluate various 


goods and services. 

With regard to informative ad- 
vertising and selling, termed the 
“opportunity of business,” the plat- 
form declares that “advertising 
should have as much liberty as pos- 
sible within the limits of honesty” 
but should not promote fraudulent 
products, resort to unjustified 


'claims or violate or evade the laws 


which protect the consumer. At- 
tainment of sound consumer-busi- 
ness relations demands a common 
language of definitions based on 
standards, performance § specifica- 
tions and tests developed by con- 
sumers and business. 

Standards, specifications and defi- 
nitions, the platform asserts, should 
indicate “value and performance in 


|}use.” Definitions should be stated 


SUPERMAN, CHAMPION OF THE HELPLESS & OPPRESSED, 
SWORN ENEMY OF EVILAND INJUSTICE, |S THE IDOL OF 
MILLIONS OF YOUNG AMERICANS. 


Mm!) OMNES 


THIS CLEAN-CUT HERO & HIS COMPANION CHARACTERS 


IN JUVENILE MARKET GROUP MAGAZINES EACH MONTHS] 


ENTERTAIN BOYS AND GIRLS, MEN AND WOMEN IN 
OVER 3,500,000 U.S.HOMES. 


a. 


7 
SUPERMAN |S THE 
PICTORIAL- STORY 
SATISFACTION OF 
FUNDAMENTAL WISHES 
TO SAVE HUMAN LIFE & 
HAPPINESS INSTEAD OF 
DESTROYING THEM. SUCH 
COMICS ARE GOOD READING 
FOR CHILDREN’ 


From THE FAMILYCIRCLE ‘9540 


in the simplest possible te 
|should apply specifically 
|goods described and should be as 
widely used as practicable in ad. 
vertising and labels. A label at. 
tached to the product is th; best 
method of communication betwee, 
| manufacturer and consumer. 
On the other hand, the platfor 
describes informed buying, “the op. 
|portunity of the consumer,” as a 
necessary adjunct to _ info: lative 
selling. By means of self-educatioy 
consumers should learn to evaluate 
sources of information, check the 
applicability of information to jingj. 
vidual needs and understand ang 
use producers’ and distributory 
information and instructions. Cop. 
sumers can help achieve _ thei 
ends by working to. eliminate 
customer abuses and by coop: ating 
with available agencies to discouyr. 
age business evils. In the field of 
consumer education, care must be 
exercised in the selection of 
ers and materials, in the organiza. 
| tion of groups and cooperation with 


| other groups. 


Describes Procedures 


The platform concludes with a 
description of procedures for coop. 
eration. By means of representa- 
|tive groups, both consumers and 
|business can cooperate in develop. 
ing definitions and standards, and 
| encouraging constituents to use 
| recommended definitions and prac. 
|tices. All those concerned should 
_be invited to participate in group 
(effort. Their views should be equi- 
_tably polled, given full presentation 
}and used as a basis for voluntary 
agreements. Conflicts should be re. 
duced by informal conference. It 
‘is the duty of experienced and or- 
ganized groups to initiate action on 
|urgent problems and follow through 
‘to effective results. No group should 
accept funds for its activities with- 
out full publicity as to their source 
and full control over their use. 


Joins G. Lynn Sumner 


Daniel Clarke Loizeaux has been 
named art director of G. Lynn 
|Sumner Company, New York. He 
was formerly with Chas. Dallas 
|Reach agency, Newark, N. J., ina 
similar capacity. 


Buys Mail Order Journal 


| Boosting Sales by Mail, Chicago 
|mail order journal, has been pur- 
\chased by John C. Gerstner, 280 
|/Madison avenue, New York, who 
‘has moved the magazine’s head- 
|quarters to his own Office. 


Advances Landan 

| John R. Landan has been elected 
| vice-president of Swafford and 
| Koehl, New York. He has served 
as art director and account execu 
| tive for the past three years 


“MEET THE PEOPLE’ 


ie 


ACKNOWLEDGED AUTHORITIES, SUCH AS WELL: KNOWN 
PSYCHOLOGIST DR.WILLIAM MARSTON, PRAISE THIS 
NEW CHILD READING HABIT. 


TOP-NOTCH ADVERTISERS IN J.M.G MAGAZINES ARE BUILD- 
ING SALES THROUGH A DIRECT DEVELOPMENT OF 
JUVENILE LOYALTY - ENLISTING ‘SALESMEN WITHOUT SALARIES 


Few appeals are stronger than a child's “Mother, please buy me that.” This 
repetitive, powerful buying pressure creates sales daily in grocery stores, 
drug stores and department stores. Many major marketers utilize juvenile 
influence and find, as Wheaties did, that “children influence, directly or 


indirectly, the consumption of 75°% of all cold cereals.” 


The Juvenile Market Group is your primary medium for cultivating the vast 


juvenile market. It provides broad, intensive coverage of more than 3,500,000 


larger-than-average families with better-than-average buying power. Investi- 


gate this dramatic new advertising medium that has already proved itself 


with sales records . 


. see how emphatically it can build sales for you. 


NILE MARKET GRouU 


480 LEXINGTON AVE., NEW YORK CITY e 


CHICAGO OFFICE: 360 N. MICHIGAN aves 


The face you see above is tha! of Emit 
Popp (pronounced Popp), pic! superit: 
tendent for Buckley-Dement. Se big he ¥ 
sometimes mistaken for one o! the colt 


printing presses, Popp is unus 
another respect: in a position ¥ 
constantly called upon to the 
impossible, he has never de oped od 
protective habit of saying ~ in 
vance. He may not be able 
job out four days early, bu! 
° . . 


Believing that the most effe ‘ive sales 
promotion results from co-ope’-"¥ 

we maintain an organization | ! pao 
specially trained persons. \' six 
building houses the follow'"9 depatt 
ments: Offset and Letterpre** 
Imprinting, Mailing List. | 
Typewriting, Addressing. Mco'"9- 
when you have a job entailing © 
ations of any or all departme"* 
Dement & Co., 1300 Jackson Biv. Chicos 
= . + 
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Help Your Dealers With Roto 
the Class of the Mass Circulation 


®@ Give new vitality to your ad- 
vertising—back up your dealers 
with a campaign in the Roto- 
gravure Sections of Sunday 
newspapers. Rotogravure at- 
tracts men and women of all 
classes, of all age groups. Roto- 
gravure enjoys outstanding 
readership in every neighbor- 
hood where the paper circu- 
lates. 

Your advertising in newspa- 
per Rotogravure Sections is ex- 
posed to the maximum number 
of potential reader-buyers. The 
nationally-accepted Gallup 
method of surveying reader 
traffic in Sunday papers has 
conclusively proved the Roto- 
gravure Sections’ readership is 
second only to the papers’ front 
page in volume." 

Your advertising in Rotogra- 
vure Sections gets “preferred 


position” regardless of the page 
it appears on, because the 
interesting pictorial content of 
Rotogravure Sections sustains 
reader-traffic to a far higher 
degree than any other section 
of the Sunday newspaper. 

With Rotogravure you can 
cover better than 50 per cent 
of the nation’s homes. Or, if you 
require only local promotion, 
Roto’s flexibility makes it pos- 
sible for you to use its mag- 
netic appeal to boost sales in 
selected cities or zones. 

For more information, write 
Kimberly-Clark Corporation. 
We maintain a service, re- 
search and statistical depart- 
ment for the convenience of 
advertisers and publishers. 
There is no charge for our 
service, which is available at 
each of our offices. 


*Based on a continual analysis of reader traffic in 21 papers in 17 key cities. 


Manufactured by 

KIMBERLY-CLARK CORPORATION « NEENAH, WISCONSIN 
Established 1872 

New York: 122 E. 42nd St. Chicago: 8 S. Michigan Ave. Los Angeles: 510 W. Sixth Si. 
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MORE ATTRACTIVE ADVERTISING 


MEANS MORE READERS — 
MORE READERS 
MEAN MORE SALES — 


Your own eyes convince you of one 


important Rotogravure feature: superiority 
of reproduction. 

For sheer beauty, for charm, for realism, 
Rotogravure advertising in newspapers is 
in a class by itself. With Rotogravure the 
effect striven for by the artist and photog- 
rapher is maintained — not lost somewhere 
between the studio and newspaper presses. 

Consider what Rotogravure advertising 
can do for your product: The Rotogravure 


-Kimberly-Cack Caorion } bude 


Section is the ‘‘de luxe’’ section of the 
Sunday newspaper. It has an atmosphere 
of distinction which naturally envelopes 
the advertising in it—thus glamorizing 
your product. If substitution by retailers 
is your problem, Roto can be a real help 
by realistically portraying your package. 
The distinguishing features created by 
your package designer — including color 
—can be vividly shown to make identifi- 


cation easier — substitution more difficult. 


Seats, > hag 


9G - 


For advice on Rotogravure, call in a 
Kimberly-Clark man. There is no charge 
for our cooperation, available at each of 
our offices. If you advertise a food product, 
a special portfolio of women’s or food 
product advertising with a special analysis 
is available to you. Similarly with drugs, 
cosmetics, etc. In this way we may be of 
help to you in selecting a medium which 
can promise you a maximum potential 


audience of newspaper readers. 
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Oakite Spring 
PRINCETON Can Take It! Dri Ive Biggest 


. But Can Dale or Harvard? 

in 33 Years 
= eer es. New York, April 10.—That spring 
housecleaning time has rolled 
around again was _ indicated last 
week when Oakite Products, Inc., 
launched its seasonal campaign, the 

rr . , largest in 33 years. 
Phe Gangs All Here Using 210-line insertions on a 
BY HARWRY SMITH 4s weekly and twice-weekly basis in 
115 newspapers from coast to coast, 
copy features various spring uses 
for Oakite. Participating radio pro- 
grams in Philadelphia, Baltimore, 
=s : Washington and throughout New 
: = . England will urge housewives to 
make Oakite an integral part of 


selling Books? ALL-OUT PROMOTION FOR COPY CHIEF’ S BOOK 


You Really Ain't uve never 
Seen Nothin’ Yet 


Agency Staff Jumps De-. 
lightedly Into New Job 
for Copy Chief 


New York, April 10.—With a neat 
443-pag volume of fiction under 
their arins replacing the gargantuai 
oresentations that advertising men 
ysually lug when they go flying 
at of their offices, members of the 


taff of Anderson, Davis & Platte preg their spring cleaning program. 
od ne - launched a campaign that Advertising in the New York Times Book Review section, Publishers’ Weekly and the Princeton Alumni News, shown above, Making a strong bid for dealer 
a bined admiration for a talented is only part of the zealous promotion for “The Gang's All Here,” authored by Harvey Smith of Anderson, Davis & Platte, support of the campaign, a_ first 
com ae with some new Inc., New York, and published this week by the Princeton University Press. |prize of $250 is being offered for 
— Qn ( edi ‘eotamaiien | the best Oakite window display by 
twists In a = i ; ° }a retailer. A second prize of $150 
The object of the admiration was |Possible detrimental influence on | | ‘Discuss Highway Copy = Wilson Advances Vance * “C"!"". fs ee Bl ye Medes 
Harvey Smith, vice-president and |the schoel’s current endowment : 7 > a oe 


f of tl th biect | drive | Plans for advertising the Semi-| R. F. Vance, advertising produc- 
copy chief of the agency, the subject | a ; il .,|nole Trail, which extends from |tion manager for Wilson Sporting | gypplementing ; pie ad 
¢ the promotion, his first novel, While all of these devices will Washington, D. C., to New Orleans,|Goods Company, Chicago, for the upplementing the newspapers 


“The Gang’s All Here,” issued this Undoubtedly stimulate sales, the| were discussed at a Georgia-Caro-| past two years, has been named + maadhwclg schedule = wenn ’ way. 
week by Princeton University | big Anderson, Davis & Platte pro-/|lina division meeting of the Semi-| advertising manager, succeeding | eer ' 7 + ian papers are on the 
Press. The novel is a satirical work motional guns are being unlimbered | nole Trail Association in Anderson, L. Ww. Harrington, who has been . a ot ant. Cal ins & Holden directs 
dealing with the alumni of “Nos- |in the form of enthusiastic personal|S. C., recently. Leland Sadler, | appointed general merchandise | consumer advertising, while Rick- 


prizes will also be awarded. 


‘aigia University,” and marks 'selling by staff members. Thus, a | Anderson, presided. manager. ard & Co., handles trade promotion. 
Princeton’s debut in fiction publish- |Copy of “The Gang’s All Here” is 
i. |to be seen on every midtown 


g. 

Following the completion of his luncheon table where an AD&P 
book last September, Mr. Smith |™an or woman is dining; the book 
cast off his literary toga and as-| is placed on the more popular bars 
sumed the role of a manufacturer | @uring cocktail hour; and on sub- | 
who has turned out a marketable | Ways and buses the book’s colorful 


s 
product. He gathered his agency |jJacket is open to the gaze of all. lh most am ered a di 
associates about him and mapped | Everywhere sound supplements 
wt a merchandising program. sight as a promotional vehicle. 


Detailed C i Not even clients are immune from 
Plan Detailed Campaign the agency’s zeal Georg Jensen 


s zeal. Jensen, 4 

As soon as advance copies of “The | Inc., for example, is introducing a You ever expect to meet = 

Gang’s All Here” rolled off the |new fountain pen and a written 

press a couple of months ago the endorsement from Author Smith is 

campaign machinery went into |an integral part of the sales story. 
Marked by an unusual literary 

R ee : format, “The Gang’s All Here” pur- 

Pa ie ic ports to be one of those yearbooks 

r .s mm that college alumni groups like to 
| get out for their reunions. In this 
case it’s the 25th anniversary get- 
together of the Class of 1917 of 
|‘‘Nostalgia University.”” The author 
dissects the personalities of many 
of the class members and _ traces 
their achievements and foibles dur- 
|ing the years that followed gradua- | 
tion. 

It may be only a coincidence, but 
it’s a fact that Harvey Smith is a | 
member of the Princeton University | 
Class of 1917. Many an ear will | 
burn and face turn red when his 
theme song for the imaginary university Classmates read “The Gang's All 
depicted in the first novel by Harvey Here. Of are the foreword 
Smith, vice-president and copy chief | Warns that “all characters are fic- | 
of Anderson, Davis & Platte, Inc., New | tional and any coincidence .. . etc., | 

York. ete.” 


‘ction. Testimonials were gathered : 
'rom luminaries including Franklin | M-G-M Promotes 
P. Adams and John Kieran of “In- 


‘formation Please.” Author Tiffany “Liegteld Girl” 


Thayer declared “There's enough | 


well material here for a dozen | with Coupon Copy | 


iovels. Smith sure packs a lot of | 


Fred Waring (left) and his Pennsyl- 
vanians will broadcast a full-fledged 


We buy its clothes...snaffle its sniffles... 
round up its mules... oversee its children 


story into 343 pages.” | New York, April 8.—Using cou- | 
ber fact that Joseph A. Brandt, rae a cae cae ae | We don’t believe there's another audience their children. They send us sample 
president of Princeton University |“ °* ~-scnpialinagis cr htmas tnpaer ae ; : 
Press, was about to leave for the |Metre-Goldwyn-Mayer this week quite like WBT’s. Its extraordinary loy- swatches, we buy their clothes. We even 
West te hee ope -j,. released a magazine schedule in The : : : 
ma U; oe oa gore 5 bso 8 American Weekly and 23 movie fan | alty to WBT (known to everyone in help guard their school children from 
publicity opportunity. Pictures of | ra gg ao bgt “4 bean radio) hasn't just happened. It's been colds . . . snaffling juvenile sniffles in the 
ne author and _his ublisher | 504 ee a ' ' ‘ 
ssed issuance of “The as Al | Ziegfeld Girl of 1941. | well-earned, and is still earned by the bud. We are nursemaid, adviser and 

Here” as Mr. Brandt's “swan song.” The free prints are reproductions | ; iT 

A theme song Sor ‘tie book's | Of paintings by McClelland Barclay, | sweat of many collective brows friend. These and many more. 

maginary university, entitled “Dear | John La Gatta, Neysa McMein and | No headline-seeking publicity depart- What WBT... pioneer station of the 
Old Nostalgia.” : Gilbert Bundy “on heavy mat paper ' 


was written by Erd- "nage : . | . ' 
Man Harris, Princeton Triangle ready for framing. Local teaser | ment dreams up the services we render South... has gained by catering to so 
r 4 . , ; tt . °C , re. | 

lub composer. to be introduced on |C°PY im_ 118 newspapers will pre 


| 2 » > > " rau thi : 1° >  ] 1e 
April 11 by Fred W aring and His |°2* “Ziegfeld Girl's” release| here's little or no need to devise ways many whims of its audience for 20 years 
Pennsylvanians on their NBC-Red pap or re ag a and means to keep WBT listeners happy. is very apparent to WBT clients. WBT 
network program. More conven- creases oe is the agency. ' , - 
onal advertising will run in book a Sim ply by standing by our firm policy that listeners have always been more than ie 
conte tons of metropolitan’ Adds Four Accounts no listener request is too small to be ordinarily responsive to sales messages... % 
Spapc 30 college alumni pub- E . : _ 
Mations, literary magazines and K. W. Diller & Co. Cente ignored or a listener problem too slight because they like and are loyal to WB1 : 
80k trade paner g ae Ossipee, N. H., has taken over the . , W Soci a «= 
direct as) : 5 _ = . . “~ advertising of the following ac- to be overlooked, we stay plenty busy That's why W BT broadcast advertisers = 
he Ss being sent to the | counts: Eagle Mountain House, ee 
“ of bookstore clerks through- | Jackson, N. H.; Pequaket Inn, Inter- We find their lost mules and name are so successful in selling the Carolinas. 
ell € country, and leading book-| vale, N. H.; Bemis Camps, South = 
weed circularizing Princeton |Chatham, N. H.; Emerson Inn, — 
sumni list Intervale, N. H. 
Decrease ins, ‘toe a WBT 50,000 watts - CHARLOTTE 
ering the @lenatch of Sign Men to Meet . . 
{ the } to econ seca “‘helher The fifth annual National Sign “—— = 2 STATION AN AUDIENCE BUILT 
N the ‘ : ewers, a letter’ Association convention will be held , . - 4 
t “Noss » Oe of we president | 4¢ the Hotel Statler, Cleveland, Aug. Owned and operated by the Columbia Broadcasting System. Represented by Radio 
, a“ University was sent) 12-14. An exposition of material ; . , ; ‘ , =, 
oe ‘ties imploring them not to| and supplies used in sign construc- Sales: New York + Chicago «+ Detroit ® St. Louis « Los Angeles + San Francisco 
ne book because of its! tion and operation will be featured 
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April 14, 194; 


would dwarf the sales figures to 
which you have been accustomed,” 
he said. 

Further emphasis was laid on the 
subject by Arthur H. Motley, vice- 
|president of Crowell - Collier Pub- 
lishing Company, New York, who 
warned that the present all-out 
production of defense materials is 
fraught with danger if sales execu- 
tives and manufacturers don’t begin 
planning now for the future. 

“At the conclusion of the war, | 
we will be as unprepared for peace 
as we have been for battle. This 
Current | ¢@” be avoided in a large measure 
de- | if the sales brains of America start 
of | planning now for increased sales of 
lall kinds of peaceful merchandise 


at | ” 
f when peace comes,” he stated. 


West Coast Sales 
Executives Talk 
Post-War Markets 


Conference Speakers 
Cite Need for Planning 
Future Now 


Los Angeles, April 7. - 
economic conditions, war-time 
mands, and post-war markets 
the future occupied the spotlight 
the 1941 Pacific Coast Conference o 
Sales Executives, attended by lead- | 


ae Preparing for Peace 
ing sales and business chiefs of the | 


- ——, 


its production largely for comme, 
cial and private use at the con 
sion of the war. Obviously, 
tended Mr. Motley, the dom: 
market cannot possibly absorb the 
used part of this industry and 
plane manufacturers must assijre 
themselves of a place in the « 
great markets such as South A; 
ica, Africa and the Orient. 
“This can only be done if they «re 
ready when peace comes wit! a4 
carefully planned sales program inp. 
cluding parts and services expan:ieq 
logically according to detailed . 
ket surveys and manned by i 


ATTEND PACIFIC COAST SALES PARLEY 


sonnel who not only speak ‘ 
Leaders at the 1941 Pacific Coast Conference of Sales Executives in Los Angeles language ™ the countries in which 
included (left to right) Paul S. Armstrong, general manager, California Fruit they will operate, but underst nd 


the consumers and peoples of t) »s¥ 
countries so that we may move jn 
quickly and effectively. Sim |a 
methods must be adopted by 4|| 


Growers Exchange, Los Angeles; Hugo A. Bedau, vice-president, National Fed- 
eration of Sales Executives, San Francisco; Howard S. McKay, president, Sales 
Managers Association of Los Angeles; Verne Orr, vice-president, Chrysler Motors 
of California; and Arthur H. Motley, vice-president, Crowell-Collier Publishing 


West, at the Ambassador Hotel. | Company, New York. 


Photo by Amos Carr. lines of enterprise.” 


He pointed out that even though 

With few exceptions, a diversified | the end of the war seems remote, 
group of speakers found it within |Germany is preparing for peaceful 
the power of sales executives to help | times by educating young men in 
deliver the world from the chaotic | selling specific lines of peace-time 
conditions which are expected to|merchandise which Germany will 
follow the present world unrest. have for sale, and training them to 
An “era of freedom” must come 


sell these specific lines in specific 
countries. 

“If Hitler,” questioned Mr. Mot- 
ley, “with a doubtful chance of 
winning, is planning ahead for sales, 


. 2. Fisher Asks Money Cont 
should we, confident as we are of M y Control 


ultimate victory, be less prepared 
for peace?” 

He took the aircraft industry as 
an example, pointing out it must sell 


Discussing the monetary situa!» 
Irving Fisher, professor emer ‘ys 
of economics at Yale Univers ty, 
urged the conference to suppo:: a 


with peace if the world economic 
structure is not to collapse, Russell | 
Davenport, editor of Fortune, de- 
clared Saturday in the concluding 
address before the two-day con- 
ference, which was limited to busi- | 
ness and sales executives from Pa- 
cific Coast states. 

“The solution to this problem ex- 
ists right here,’ Mr. Davenport said. 
“Your business is sales—that is to 
say markets. It is your business to 
find new markets and to expand old 

Your theme for production 
should be—‘give us more for 
less.” You are giving the public 
‘more for less. For this reason 
American standards of living are 
the highest in the world. 

“The institution which enables 
you to do this is the open market. 
The open market is the key to our 
American market.” 


Urges All-Out Aid 


The open market, Mr. Davenport 
maintained in advocating all - out 
aid to European democracies, would 
vanish if the totalitarian nations 
were victorious. Trade and mar- 
kets would be controlled by totali- 
tarian governments, rather’ than 
free enterprise, eventually forcing | 
this country’s government to exert 
similar control if it hoped to com- 
pete with the conquering nations. 
This would bring internal as well as 
world control of prices and markets 
by government. He urged estab- 
lishment of a community of nations, 
joined in the common belief. in| 
principles of liberty. To accomplish 
this he suggested: 1. Limitation of 
tariffs; 2. An international labor 
movement to provide uniform | 
wages; and 3. More sensible invest- 
ment of American capital abroad 
with closer cooperation between the | 
countries involved. 


Motley Cites Dangers 


Looking further into the future, 
Mr. Davenport said sales executives | 
of America are familiar with large 
markets. “But opening of new mar- 
kets in the new era of freedom 


ones. 
men 


““REPLACEMENT” 
MATERIALS PROBLEM 


Maw of war swallows more and more 
materials. A few other requirements 
“may” be taken care of. Most users must 
find acceptable “replacement” mate- 
rials, or be out of luck. Management 
waits, wonders, worries, rushes to Wash- 
ington, returns, buckles down to experi- 
ment. Enormous shifting of markets is 
inevitable. What companies in’ what 
lines are doing what to ultimately re- 
capture markets now lost through 
forced use of substitute materials by 
erstwhile customers? Who are doing 
what to find future outlets for enormous 
post-defense production capacity? See 
“Materials: Critical Problem of 1941” 

MODERN INDUSTRY, April Issue. 


STORM 
OVER 


Skill—or “Ersatz’’? 


grows more acute. What to do? How are industrial executives and 
government authorities meeting this problem? What are the possibili- 
ties of simplifying processes? Instead of a complicated sequence of 
operations, performed by one highly skilled man operating a compli- 
cated machine, how about breaking the job down into a man operating 
a relatively simple machine and doing nothing else but that one oepera- 
tion? Does that work? If not, why? W hat are the alternatives? How about 
training? Who are doing it? On what scale? By what methods? For 
what jobs? With what results? See “Training for Defense,”-—MODERN 
INDUSTRY, April Issue, Page 14. 


| 
Demand for skilled labor in defense industries far exceeds supply— | : 


SEAWAY 


Tremendous reader response marks ap- 
proval of MODERN INDUSTRY'S 
monthly “debate in) print” featuring 
timely topies of national importance, 
broad industrial significance, and keen 
controversial interest. Subject for April 
is “Should Industry Support the St. 
Lawrence Seaway Project?” “Yes.” savs 
John ©. Beukema, Chairman of Exeeu- 


tive Committee, National Seaway 


Council: Executive Seeretary, Muske- 


gon, 


Mich., Chamber of Commerce. 
“No,” savs Freder- 
ick C. Crawford, 
President, Thomp- 
son Products, Ine.: 
President, Cleve- 
land, Ohio, Cham- 
ber of 


Readers invited to 


participate. For 
TEAR OFF AND ringside seat, see 
ATTACH TO LETTERHEAD MODERN INDUs. 


TRY, April Issue. 


Ever Ready LABEL Corporation 
141A EAST 25th STREET, NEW YORK CITY. N.Y 


| 


Rebets 
Rampant 


A minor revolution in industry 
growing out of something no « 
ever Sub-aton 
particles of electric energy perto 
spectacular cost-cutting operatic 
in scores of industrial applicatio 
Seldom, if ever, has pure sciet 
borne richer fruit in practical ut 
ity. Broad adaptability of thes 

velopments renders knowledg 
their possibilities a “must” 

Get the — fact- 

Coming? The Age of Electrons 
See MODERN INDUSTRY, Ay 


Issue, Page 51, Lower Costs. 


saw electrons. 


management. 
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proposal before congress advocating 


_ monetary control by a board which 
ae would be given the sole power to 
“IC create or destroy the circulating 


medium of the country. He urged 
this remedy, he said, to prevent 
turning the present boom brought 
on by the $7,000,000,000 defense ap- 
pr riations into harmful inflation. 
Th danger of inflation lies in the 
practice of financing through banks 
wh ch at present have the power to 
extend credit of enormous di- 
mensions through “check book” 
money that never existed before. 

y the reform legislation he 
. urecd, banks would be required to 

tain a 100 per cent reserve for 
all checking accounts and could 
bas’ their loans only upon savings 
and time accounts. 

Miller McClintock, chief execu- 
- tive of the Traffic Audit Bureau, 
Inc.. told the conference that four 
schools of thought were battling for 
control of the American economic 


The theories he outlined were: 
1. Full-out state socialism or com- 
munism whereby the government 
would take over all functions of 
production and distribution; 2. Meti- 
culous and detailed control of busi- 
ness by government; 3. A discip- 
lined system of free competitive 
enterprise; and 4. Unlimited pre- 
datory merchandising. Mr. Mc- 
Clintock said he believed that the 
conference agreed with him that the 
third school of thought was the 
choice of the sales executives. 


Advertising and Selling 


Paul S. Armstrong, general man- 
ager of the California Fruit 
Growers’ Exchange, addressed the 
conference on “Coordinating Adver- 
tising with Selling.”” Although agree- 
ing that, broadly speaking, selling 
and advertising are the same thing, 
he said he was against the policy of 
combining sales and advertising 
management in the person of one 


has the qualities that make him 
both a good sales and advertising 
manager. 

The sales manager, he said, must 
know human nature as it applies 
to the dealer; be a good selector of 
men; have a market sense or in- 
tuition and be a skillful negotiator 
of big deals. On the other hand, 
an effective advertising manager 
must have a more judicial tempera- 
ment with an analytical turn of 
mind. He should be clever and re- 
sourceful. He must be open-minded 
to the ideas of others and able to 
distinguish between sound and im- 
practical ideas from any source with 
impartial judgment. He must under- 
stand advertising technique and 
know how to analyze markets and 
media so as to get the greatest 
benefit from the expenditure of his 
advertising budget. 

Mr. Armstrong agreed that every- 
thing advertising does could be 
done by salesmen, but only at a 


vertising can handle the first three 
of these steps satisfactorily, and 
much more cheaply than the cost of 
a house-to-house canvass or store 
demonstrators. He said that the re- 
tailer of today has become so ac- 
customed to having the manufac- 
turer take care of the first three 
steps that it is very difficult to get 
him to stock a product where the 
manufacturer doesn’t take this re- 
sponsibility through advertising. 
Marketing Decisions Fail 
Arthur C. Nielsen, president of 
A. C. Nielsen Company, Chicago 
research company, brought home the 
need for marketing research with 


figures that showed executives cor- | 


rect only 58 per cent of the time in 
marketing decisions. He said sales 
managers are more and more be- 
ginning to realize the success of re- 
search and the benefits to be de- 
rived by business. 

The outlook for sales manage- 


the International Business Machines 
Corporation, who predicted a stag- 
gering volume of business, but said 
that, regardless of the outlook, sales 
managers should devote their effort 
toward increasing sales effectiveness 
and toward the reduction of waste 
in distribution. 

“The executive who continually 
asks ‘why’ the waste in distribution 
will eventually discover how to 
eliminate it,” said Major Nichol. 

Speaking on “Detail Sales Hori- 
zons,” Neil Petree, president of 
Barker Brothers, home furnishers 
of Los Angeles, predicted that re- 
tail sales would show a 10 to 15 per 
cent increase in 1941 over 1940. 


Retailers’ Problems 


Problems facing retailers, Mr. 
Petree said, were how long it would 
be possible to obtain a free flow of 


}raw materials for production for 


civilian demand; to what degree re- 
tailers have anticipated and would 


| 
n, structure and that the one which executive. Mr. Armstrong said he much greater cost. He outlined the ment in the years that lie immedi- need ppt nouns fd mage ay nae 
us proves it has the greatest capacity thought it was a better policy to four steps of every sale—attention, ately ahead Bag discussed _by more than normal atvenin pur- 
‘'Y, to offer the greatest good to the | separate these two arms of business, interest, desire and action. In most Major Frederick W. Nichol, vice- ree and what part retailers can 
. greatest number will win. because it is seldom that one man. products sold at retail, he said, ad- president and general manager of | °°" * c . . S Ce 


|play in the effort to keep prices 
|from getting out of hand. 
| Victor C. Cole, general sales man- 


_ PMact to the effect. It is concerned 


or popular caprice. 


seated. Appreciation heightened 


Industrial executives high and low 


are beset with problems 


as never before. Problems of materials, labor, equipment 

ndless government reports—soaring taxes—shifting mar- 
ets—rising prices. Topping these questions of today are 
hose of the future—next week—next month—next year. Not 
nerely what is happening—but what is behind it? What 
loes it mean? What will it lead to? What will come next? 


ot News, but EFFECT is Significant 
MODERN INDUSTRY looks beyond, and underneath, the 


with interpreting these 


effects in terms of impact on industry—whether their causes 
spring from foreign affairs. national policy or polities. 
finance, science. product research. marketing innovations. 


elt is this editorial approach that is important and appre- 


by MODERN INDLS- 


P IRY’S ability to give busy men only the essentials. and all 


lorially and pictorially. 


ithe essentials—quickly. accurately, understandingly—edi- 


31500 PLANTS... 50,000 CIRCULATION 


Reaching 31.500 plants. more than 50.000. cireulation 


among certified buyers, MODERN INDUSTRY is filling a 


ees § tional industrial need of deeper understanding of prob- 
ems common to all plants and industries. and of practical 


uswers to these problems. 


MODERN INDUSTRY. 317 Mapison Avenue. New Yorn. NY. 


|e 


ir, or no war, packaging progresses, 
» point-of-sale merchandising developing new packag- 
materials to replace those commandeered for defense 


nheeds—new trends toward more effectis 


_—— 


combinations to stimulate demand for new products 
slow-movers. What are these new ideas? Who are the 
nd leaders? What simple carton improvement brought 
a $28 sales increase? See “Parade of Packages”-MOD- 
EXN INDUSTRY, April Issue, Page 26, More Sales. 


To buy, or not to buy 


Here’s help for commodity buyers on what's the sup- 
ply? The demand outlook? What factors should be 
watched? What's the best all-things-considered buy- 
ing policy now? See specific reports on 43 basic com- 
modities—ranging from Aluminum and Burlap, to 
Wool and Zine—terse, timely, tabulated paragraphs, 
headed “Guide for Buyers of Industrial Materials” 
MODERN INDUSTRY, April Issue, Page 46. 


First war casualty 


Short of shooting, we are in the war. First casualty 
is “business as usual.” Industry is “in the Army now” 

must produce. System of subletting defense con- 
tracts to small plants marshals hidden productive 
capacity—also extends government control, W hat fur- 
ther adjustments will be required of management, 
labor, capital? Is planning based on expectation of a 
long war? What will happen to our standard of 
living? See “Industry Now at War” — MODERN 
INDUSTRY, April Issue, Pg. 9, News Interpretation. 


What strike policy? 


Strikes remain sore spots in defense setup. Action 
indicated—but what? To find answer to this ques- 
tion, MODERN INDUSTRY'S Labor Editor flew to 
Milwaukee, Chicago, Bethlehem, Washington vi-- 
ited struck plants—talked) with strikers, strike- 
breakers, union leaders, employers, government 
officials—forecasts how strikes are going to be han- 
dled. See MODERN INDUSTRY, April Issue, Page 


12, News Interpretation. 


Trade war—new style 


The term “trade war” takes on new meaning to 
America as our government organizes industry to 
support national defense with hard-hitting economic 
warfare. What will be the effect of this policy on 
your business? What are your export license 
chanees? What about shipping priorities? To what 
extent will “foreign” trade be confined to govern- 
ment buying? Under what law is Government con- 
trol likely to be stretched? For light’ on these 
questions see “Exports Now a War Weapon” 


MODERN INDUSTRY, April Issue, Page 32. 
What’s ahead? 


What is happening—what is likely to happen—that will seriously 
affect general business? In defense program and production? In 
government polices re inventory? In factory construction, planned 
and probable? In local effect of trade turnover resulting from 
entry of large new defense plants into mass production? In the 
tax picture? The farm picture? Still questions ves but questions 
management must ask itself and answer. For latest angles on 
these “stumpers,”” see “MODERN INDUSTRY Looks Ahead’ 
MODERN INDUSTRY, April Issuc, Page 18. 


12-year record 


Some people think little material progress has been made by the 
U.S. A. simee “29. That enterprise has stagnated, That buying has 
been slow —-business recovery feeble. What does the record show? 
W hat are the facts about comparative production, man-hours, prices, 
sales, taxes, profits? See the amazing statictical story, “Industry's 


Tuelve-Year Record’ —MODERN INDUSTRY, April Issue, Pg. 10. 


putting new punch 


e design—new pack- 


MODERN 
NDS WIRY 


—the magazine of industrial policy— 
the mass medium for industrial advertising 


ager, addressograph division, Ad- 
dressograph - Multigraph Corpora- 
tion, Cleveland, in discussing 
“Hiring, Training, and Developing 
Salesmen,” said his company now 
conducts sales schools entirely in the 
field, moving into a selected city, 


jestablishing headquarters and en- 
rolling from their sales agencies in 


that section of the country. The 
schooling period lasts nine weeks. 
Every effort is made to make selling 
a second nature and considerable 
time is devoted to selling technique, 
he said. 


McKay Presides 


Other speakers addressing the 


|}convention, which was _ presided 


over by Howard S. McKay, presi- 
dent of the Los Angeles Sales Man- 
agers’ Association, included: 

Hugo A. Bedau, district sales 
agent, Merchant Calculating Ma- 
chine Company, San _ Francisco; 
Harold J. Cummings, vice-presi- 
dent, Minnesota Mutual Life Insur- 
ance Company, St. Paul; Arthur A. 
Hood, director of dealer relations, 
Johns-Manville Sales Corporation, 
New York; and Harry G. Moock, 
vice-president, Plymouth Motor 
Corporation, Detroit. 


Propose More Milk Ads 

A bill continuing New York 
state’s milk publicity campaign for 
another year and = appropriating 
$300,000 for it has been introduced 
in the state legislature. The state 
would be reimbursed through the 
collection of a tax of three-quarters 
of a cent per hundredweight on all 
fluid milk and cream sold in the 
state. Half of the tax is paid by 
producers or dairymen and half by 
distributors. 


Names Kremer & Howard 

Kremer & Howard, Inc., Memphis, 
has been appointed to handle ad- 
vertising of the Beare Ice & Coal 
Company, Jackson, Tenn. News- 
paper, radio, movie and outdoor ad- 
vertising will be used. 


W GAR 


, Cleveland ~ 


AWARDED THE 


GEORGE FOSTER 
PEABODY MEDAL 


AMONG REGIONAL STATIONS 
DURING THE YEAR 1940 


hie - 


ee = 
a 
A e % 
: a 
7 
ee 
ee a , 
: be . 
Pe ae 
ee e. 
a 
—_ a : 
Po pe 
, nt A 
7 | 
' 5 
ee EE 
? 
iC (iiti(‘i(S ee 
2 
: 
‘ Po 
LA © 
‘ r 
a ee : 
| 
| 
ee 
| 
ee a LEAP ES I 
vs a 
y 2a Ss > ° i 
i = a os ’ 
+) | es : 
> eT ‘oe ee 
—* "a x 
a; ty : 1 me 
New 7 = Z| «i 
~~ : 
7) OA i 
Packaging | ae : 
Trends . 
° . 
\ for 
. 
| ' yblic sence 
1 
a 
Ke, Ty ¢ : Seas ees 7 i “a pak : eal “2 oA , rs SE 5 , hee ce a be ie ve ‘Se ‘ ors 3 Py a3 a : > gs Wy _ , f , oT ce 5 os lie a eee eee x | ati-d * a oe oe a 4 
: = ; hk p-paaiiie ee age a c= ie oe ¥ ag aE Se ee ea ere We A ae be ae pees) Soe yeh) pies, Ate a - ‘ oe ee At. 2S sao Oy, pt a ee Re ‘-? : 
oe ee ge ea we oe Wigs Me pe ng ak q hoe 2 ms A ie path Lake wy ws ee ep gritty eaten PR” ~ Oe wae me. 9m et EEE ae ee . s oe 7 hoe Bey % a3 . 
ss OS Ge ee eee ot ye. =, Ma eS 7 Me Ta eee a eS ORAL ll BOM A ee eae Tay ae ae Pee iP ee ee ae Ras Pa tas 
3 ane: oa os gee ae ee ; ge ¥ gor a ee Ae ae ae ec or ON Gee genie oh Se he thar cen: aS Ts ae a ee ee a © ame iM. tee pe 
a WS ys pe sat try 2) beg Tie e ge eae = Pe go po ee ee? i Si ie as ee bei ha Fe ae oe a, ee aie 
. a = ; exe Cages ‘ <s = pS oe , ss 8 g 7 = 5 i4 < a hee x J = * F ciliate 2 ue 7 at ee ad aie hig ¥ i Ae , . ‘ oe in ee 2 4 f be 7 “3 they Ps ey as 
eee is, Re 3 - eS (ft 5 re a . oa a 4 ead Pee es ee : i Se ars =< * : ae Niet Sire ; yey ei ns i 
megs ae 7 - be i} RA z: Antes & 1G: a ie ie : r = ; a 
i a ee! Cel A a9 aS Pern he or ad ; fe a ‘ 5% Fy x eee wie ee 


12 


ADVERTISING AGE 


April 14, 194; 


Advertising Age 
THE NATIONAL NEWSPAPER OF ADVERTISING 
Trade Mark Registered in U. S. Patent Office 


Entire Contents Copyright, 1941, by Advertising Publications, Inc. 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 100 E. Ohio St., Chicago 
New York Office, 330 W. 42nd St. 

G. D. CRAIN, JR., President and Publisher 
S. R. BERNSTEIN, Vice-President. O. L. BRUNS, Vice-President. E. KEBBY, Secretary | 


Tel. Del. 1337 | 
Tel. BRyant 9-6432 | 
| 


Editorial Dopertment 
S. R. BERNSTEIN, Editor; IRWIN ROBINSON, Managing Editor; MURRAY E. CRAIN, 
A. P. MILLS, FRANK HICKS, RALPH O. McGRAW, E. C. HALL and J. CORTADA, | 


Associate Editors 
Correspondents in All Principal Cities 


Advertising Department 

NEW YORK: M. D. Hicks, Eastern Advertising Manager; E. F. Thayer, Philip W. | 
Murphy. CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. Gafford. | 
SAN FRANCISCO: Simpson-Reilly, Ltd., Russ Bldg., Walter S. Reilly, Manager. | 
LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, Manager. | 
ATLANTA: B. Frank Cook, Walton Bldg. 


MEMBER 
Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers 
Association, Advertising Federation of America 


Vol. 12, No. 15 April 14, 1941 10 Cents a Copy, $2 a Year 


The American Advertising Club 


The celebration of the fortieth |the Associated Advertising Clubs of 
anniversary of the establishment ot | the World and now as the Adver- 
the Cleveland Advertising Club |tising Federation of America, the 
made news last week, following | clubs provided valuable machinery 
close on the heels of a similar ob- | for the development of public opin- | 
servance of the thirtieth anniver-|ion in advertising on subjects re- | 
sary of the Adcraft Club of Detroit. | lated to the successful use of ad- 
Such events justify a few reflections | vertising by business, and later to 
on the important place won by ad- ‘the public relations problems of | 
vertising clubs in the business ac- | business and advertising as reflected 
tivities of the country, as well as | in governmental regulation and 
the contributioné which they have | consumer attitudes. Their work has 
made directly to advertising. | been extremely valuable in helping 
The advertising club was born in ‘to establish sound policies for the 
the booster era of advertising when | whole business on these and similar 
business in general was not en-| important subjects. 
thusiastic about it, and when every Because the problems of adver- 
advertising man felt himself to be |tising today relate themselves to 
an evangelist for a great cause. The | situations which require intensive 
clubs undoubtedly did a great deal |local treatment, with reference both 
to attract attention to the accom- to legislation and consumer activi- 
plishments of advertising and its |ties, the clubs have a remarkable 
possibilities as a tool for business | opportunity to contribute effectively 
promotion. to their satisfactory solution. We 
As time went on and advertising | are convinced that the facilities thus 
became more generally accepted as|available in every important city 
a standard business function, the | can be employed to tremendous ad- 
clubs began to devote themselves | vantage in building public opinion 
more intensively to improving ad-|favorable not only to advertising 
vertising techniques. The develop- ‘but to business in general. 
ment of the Truth in Advertising Because of this situation, the evi- | 
movement, which resulted in the |dence constantly presented of the 
establishment of the National Vigi- | vitality and strength of advertising 
lance Committee and the local and |clubs throughout the country is a 
national Better Business Bureaus, | refreshing reminder that America’s 
was a direct outgrowth of adver-| business organizations are soundly 
tising @ub work. 


| based on our characteristic concep- 
Through the national association |tions of individual benefits 


com- 
of advertising clubs, first known as | bined with public service. 


Wages and Prices 


A recent Gallup poll on the sub- | Brookings Institution, pointed out in 
ject of fixing prices and wage levels|a recent address, workers are re- 
through governmental control de-|ceiving more money at 
veboped an interesting and signifi- | without a large 
cant variation in the public attitude |due to more 
toward these two subjects. Many | hours. 
more people favored price fixing by 
governmental authority than ap- 
proved similar action on the sub- 
ject of wages. While there were 
specific considerations which ex- 
plained part of the difference in the 
results, it was quite evident that a singel 
great many people are not con- | @re insisting on higher rates are 
| helping to force higher prices. Gen- 


present 
increase in rates, 
men working more 


It is a far healthier situation for 
workers to earn more by working 
more rather than to increase their 
incomes by increasing rates of pay 
without increasing actual produc- 
tion per man. 


Labor leaders who 


scious of the relationship between 


jand suddenly our eyes focused on 


wages and prices. eral price increases will mean 
The pressure of labor groups for | heavier burdens on all classes of 
increased wage rates is of course | consumers, and in turn will reduce | 
the principal factor in the outlook | the actual buying power of labor's 
on prices at this time. Prices neces- | dollar. Thus will begin the spiral 
sarily are the product of costs, and |of price movements which may lead 
if labor rates increase, prices are | to inflation. 
bound to keep step with them. On The public in general and labor 
the other hand, labor’s share in the | unions in particular need education 
national income is certain to rise on these primary subjects. If we 
as the result of increased employ- | are to control prices, in the national 
ment, with full work weeks. As /|interest, we must also be prepared 
Dr. H. G. Moulton, president of the ‘to control labor costs. 


| everybody 


THE COOPERATIVE SPIRIT IN ADVERTISING 


ss Cc 


<r EOE IEEE ONE EI set PF 


Men's Apparel Reporter 


“Cooperative advertising is the only fair way—we supply the mat—you pay for 
the twenty-five full pages!" 


Ad-libbing 


Too, Too Hot “No matter how far you are from 
We'll be damned for being an old | home, home is waiting for you ata 
fogey, but this super-colossal hot | nearby telephone. Whatever the 
stuff in the merchandising field is | Gestion” of the moment, your 
getting us down. Sex is all right |@™swer Is only minutes away. A 
in its place, and certainly advertis- | thoughtful impulse, a few steps to 
ing can’t be advertising if it turns | the telephone, and you have added 
out to be deadly dull, but just what |to someone’s happiness. It’s your 
happens to a nation, we wonder in | telephone everybody's tele- 
our sleep some time, when every | Phone. 
time you want to sell a sewing ma- 
prcnathg or a cough syrup or a tube Money Talks, Roughly . 
of toothpaste you've got to drag the| There’s something about this 
hottest possible kind of sex situation|Denver loan copy that gets us 
out of the family closet? down. Jim Furlong describes him- 
All this is brought up by the self as a bank, but he doesn’t talk 
promotion for Pond’s new Lips lip- | like one. Maybe more banks should 
stick, and the very obvious girl- talk the way Jim Furlong does and 
chases-boy illustrations and copy, describe themselves as something 
such as this love note to Hiram: 
“Relax, Hiram. She knows how you 
fee] about being lipsticked from ear 
to ear—and she’s reformed! Now- 
adays she’s using those new Pond’s 
‘Lips’—the lipstick that knows its 
place and stays there longer! And 
that cute red mouth IS mighty 
attractive. ..Goon, Hi... nobody’ll 
ever know —.” Is that, asks this 
old fogey, a picture of our youth 
as we actually like to see it? 


That Ubiquitous Booth 
We were leafing through a New 
England newspaper the other day, 


We bave five competent Loan Men (snooty banks call 
them Vice Presidents) who are 


CONSTANTLY DEALING 


with personal financial problems. Cal] on them at any 
time. Here you can get money quickly and quietly. No 
waiting for the Board of Directors to meet or to hear 
from the Head office in New York or Chicago. Ours is the 


ONLY COMPLETE SERVICE 


By that we mean we are the only bank in Denver which 
makes plain note (your signature only) loans to persons 
steadily employed on a salary, furniture loans, auto loans 
on used or new cars, co-maker loans, collateral loans, and 
second mortgage rea) estate loans on improved property 
in Denver and nearby Towns 


JIM FURLONG 


1735 Weton St. KEystone 2226 


Our Branch Office Is at 
Furlong Avte Co. MAin 5545. 599 Broadway. 


a large and realistic picture of a 
public telephone booth. Wondering 
what there was about this ordinary, 
not especially attractive booth to 
make us stop and pause, we sud- 
denly realized that we couldn’t re- 
member ever before having seen a 
telephone ad built around the 
ubiquitous telephone booth. 
haps that’s because we haven't been can be developed in no other way. 
looking very hard, but at any rate | And we don’t even care if you want 
we think the few words which New |to criticize Jim's typographical 
England Telephone and Telegraph | arrangement and word emphasis. 
Company put under the picture of | 
the booth in this particular ad are | Jottings 
worth reading. Down at the Newspaper Ad Execs 
Under a headline which reveals | meeting, one speaker commented on 
that the door of the booth is “the | the fact that he had recently intro- 
door that is open to everyone,’ New | duced the business manager of a 
England T. & T. says: local daily to the head of a local de- 
“This telephone is reserved for | partment store. They had never 
to talk with any-| met, although the newspaper man 
body. It is part of the best tele- | had been on the job 40 years, and 
phone service in the world ... at|the department store tycoon had 
the lowest possible cost. been operating under the same ban- 
“There’s a public telephone near | ner for 45 years... 
you. There will be at least one in American Stores Company, op- 
any community you visit through- erating some 3,000 stores, is cele- 
out these United States. Nothing | brating its 50th anniversary by giv- 
is more commonplace . nothing | ing away decorated cakes to couples 
is more significant than the fact| who are celebrating theirs. Just 
that anyone in this land has such | prove that you've really been mar- 
ready access to the telephone. It ried 50 years and they'll bake a 
makes life so much easier, more special cake for you and deliver it 
enjoyable, more complete whenever you say... 


else. At any rate, we're inclined to 
| think that copy of this stripe, which 
|is actually no more than common 
conversation put into print, fre- 


Per- | quently creates an atmosphere that | 


Advertisers 


The following documents may be 
secured without charge from com- 
|panies sponsoring them, or through 
| ADVERTISING AGE, by any nationa} 
advertiser or advertising agency 
/executive writing on his business 
| letterhead. 


/No. 1788. Consumer Analysis of 
the Greater Milwaukee Mar :et. 
The Milwaukee Journal has is- 
| sued the eighteenth of its studies of 
brand preference, volume of con- 
sumption, ownership and deiler 
distribution. Seventeen = subjects 
have been added, this year, to the 
list of products studied, and an im- 
portant innovation is the analvsis 
of products — their users and non- 
users—in relation to income groups, 
A map at the beginning of the study 
shows Milwaukee by census tricts 
with the surrounding suburbs which 
|comprise the area surveyed, its 
colors indicating the locations of 
the four income groups. 


No. 1789. Far Western Market for 
Farm Equipment. 

Facts and figures pertaining to 
the far Western market for farm 
equipment are offered in this new 
/pamphlet issued by Implement 
|Record. Differences in agricultural 
|conditions west of the Rockies, 
population changes and their effect 
}on the farm tool market and other 
factors are discussed. 


No. 1781. Stars for Advertisers to 
Steer By. 

Two important stars are circula- 
{tion and readership, and _ their 
| brightness as far as the San Fran- 
|cisco Examiner is concerned is 
| brought out in this new brochure 
| Bound into it is the report of a Ross 
Federal Research Corporation sur- 
|vey made among Northern Cali- 


|fornia banking, bond and brokerage 
| executives, which shows that 89.5 
per cent of this group reads the 
| Examiner’s financial writers. 


|No. 1782. Caesar Had Lots of Gaul 

... And it was divided into three 
parts, as we learned in school. The 
Saturday Evening Post has lots of 
readers, and this new analysis di- 
vides them into three parts, sub- 


|and proceeds to tell all about thei 
|similarities and differences in oc- 
| cupation, income, ownership, avoca- 
| tions, et cetera. 


_ No. 1784. Alice in Sponsor-Land. 
National Broadcasting Compan) 
lealls this “A Chronicle of the Ad- 
ventures of Alice, the Hatter, the 
March Hare and the Dormouse in 
the Twentieth Century Wonderland 
‘on the Other Side of your Radi 
| Loud-Speaker.” The book is 4 
beautiful job in hard covers, and 
'the characters are colorfully por- 
trayed having a wonderful time 
levery night of the week with thanks 
| to NBC Red entertainment. 


No. 1726. How Rural America 
Spends Its Money. 

Curtis Publishing Company hé@s 
issued this booklet, which con‘ains 
highlights from Curtis’ analys's of 
,the United States Consumer /ur- 
‘chase Survey. Figures show ¢ 
|percentage of expenditure for v4 
\rious product classifications the 
upper and lower income £!-UP> 
and in a tabulation of buying ; owe! 
|indices, Country Gentleman id 
ers’ average is compared wil: © 
national farm average. The book" 
also contains a circulation 
by county, showing the average 


value and average gross income Pe 
farm. 
No. 1761. WOW Market M 


Radio Station WOW, Oma 
issued two new maps—one 


ing an analysis of mail r nse 
and the other showing e! = 
buying income. The mail ™# 
gives a clear picture of covcres 
and audience strength by ind _— 


percentages of response, b) 
to the number of radio hom 


scriber, boy sale and newsstand, 
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ADVERTISING AGE 


IN PUBLISHING... 


® HAS LIFE A REAL HOLD on its 20,000,000* read- 
> aa 


Are people enthusiastic about the way LIFE 
illuminates their world? .. . 


Advertising circles have never heard a more re- 
sounding “YES!"’ to such questions about any 
multi-million circulation magazine than is revealed 
in three significant facts: 


1. LIFE’s circulation has steadily soared to more 
than 3,000,000 at 10¢ per copy ! 


2. LIFE is a virtual sell-out on newsstands with- 


in few days of each publication date ! 


3. And now, LIFE’s subscribers are renewing at 
the rate of more than 76% ! 


The obvious, inescapable explanation of these facts 
is that LIFE’s unique and illuminating picture- 
and-word editorial technique interprets this real, 
fast-moving world for millions—in a way they /ike 
and understand. 


LIFE’s advertising pages, too, are a fascinating 
part of the whole informative document. 


For they, in their own right, present useful, ex- 


citing, important news pertinent to modern living. 

And they present news about a greater variety of 

consumer goods than is offered in any other maga- 

zine—ably complementing the out-and-out editorial 

information that is so readily absorbed from LIFE. 
4 4 “ 

*Scientifically established and reported by LIFE’s Continu- 


ing Study of Magazine Audiences. Latest audience totals, 
from Report No. 4: 


COLLIER’S 14,750,000 
LIBERTY - «+ « « 12,900,000 
| eee » « « « 20,450,000 


SATEVEPOST. . . . . « « « « « 13,050,000 
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April 14, 194; 


Lehman Signs N.Y. 
Bill Setting Up 
Business Bureau 


New State Division Gets 
$250,000 Fund for Its 
Work 

Albany, N. Y., April 7.— More 


than $250,000 is available for pro- 
motion and administrative expenses 


New Haven Defense 
Orders $300 Capita 


The highly industrialized New Haven 
aren with 888% plants, has received 
defense orders that equal $300 per 
capita for the last 6 months of 1940, 
with new contracts being received 
daily in 1941, and is leading all New 
England and Eastern states. The 
authority for the information is the , | 
Associated Press. May we send our 


~~~ 


market brochure “REGISTER | 
» CITY"? Address New Haven KReg- 
ister, New Haven, Conn. r 


~_soooeevevewere ~_sowewewe 


a business, 


of New York State’s new Division 
of Commerce and Industry, which 
came into being with signature of 
the Ives bill by Governor Lehman. 

The new division was created to 
encourage expansion of business 
already operating within the state, 
and to aid in developing new enter- 
prises in the Empire state. Gover- 
nor Lehman is to name a $10,000-a- 
year commissioner to head the di- 
vision. 

Under the new law, the bureau is 
combined with the State Planning 
Commission, the Planning Council 
and the State Publicity Bureau. Its 
coffers include $176,523 reappropri- 


lated from budget items set up for 


the already existing groups, and an 
$80,000 additional appropriation. 
The commissioner is directed to in- 


|vestigate and undertake ways and 
|}means of “promoting and encourag- 


ing the prosperous development and 


and welfare of New York state’s 
industry and 
both within and without the State.” 
Industrial problems will be con- 


sidered by the division, which also | 


is to encourage the expansion of 
markets for New York products. 


Information Service 


A business information service is 
one provision of the new law, to 
serve New York industry and to 


commerce | 


encourage industries outside the 
state to use business facilities in 
New York. Among duties of the 
Bureau of Industry is cooperation 
with interstate commissions in 
drawing up compacts helpful to 
business, industry and commerce. 

With the governor’s approval, the 
to-be-appointed commissioner may 
accept gifts or grants of money in- 
tended to aid any part of its work. 
A census of business and industry 
is called for periodically, and the 
division is to recommend removal 
of any restrictions or unfair bur- 
dens adversely affecting business. 

The new statute was drafted by a 
committee which collaborated with 
the governor and was headed by 
Rep. Ives, chairman of the joint 
legislative committee on industrial 
and labor conditions. 


E. D. McDaniel Promoted 


protection of the legitimate interest | 


E. D. McDaniel, formerly vice- 
president in charge of sales of White 
Laboratories, has been 


also will be manager of the vitamin 
products department of Vick Chem- 
ical Company, with which Vitamins 
Plus is affiliated. 


Bayless-Kerr Gets Falls 
Harry D. Falls, formerly sales 

manager of Reserve Lithograph & 

Printing Company, has joined Bay- 


appointed | 
president of Vitamins Plus, Inc. He | 


hy Brown 


B 
£ 


Down below the station's bright, 
But here outside it's black as night 
Bitty Brown will wait a bit 

And let his eyes grow used to it 
Then he |! scan the road and see, 
Before he crosses, if it's free ; 
Remembering when lights are dim 


That cars he sees may not see him. 
prnid 
aondon S| Transport 


The office says that Bitty Brown 
Is far the nicest boss in town 

For instance, since the Blitz began, 
He's organised a simple plan 
Whereby his staff or most of them 
Are off for home by 4.0 p.m 

We wish that every boss in town 


Could do the same as B 
prinGd yer “ 
A 
Aonder. = Transport onder = Transport 


a 


GOODWILL CAMPAIGN IN WAR-TORN LONDON 
Bil Sr 
gl damden. Trum— 


The safest travelling in town 
Is not too good for Bit. y Brown 


He's much too sensible and knowing 
To jump down off a bus that's going 
Especially in blackout hours 
Or when the kerb is wet with showers 
On these occasions Biiiy B 


Goes by the slogan ‘Wait and See 


printed yer 


LY Brown 


During pre-war days, the different services of the London Passenger Transport 
Board advertised extensively to encourage more travel throughout Greater 


London, but the theme has been changed now. 


These three ads, in a series 


illustrated by David Langdon for the Subway Service, tell how Billy Brown takes 
it upon himself to do the right thing by moving slowly and safely, especially 
during blackout hours. 


less-Kerr Company, Cleveland ad- 
vertising agency, as account execu- 
tive. 


. .. when your dealers are listed under 


your trade mark in the Classified 


The Classified section of tele 
directories can direct buyers to your 


local outlets—and bring them back 


when they need service. 


For example, when Mr. P. of Bal- 


timore needed emergency service 


on his Chrysler automobile, 


to the ‘yellow pages’ of the directory 
he turned. Consulting the Chrysler 
Trade Mark Heading he selected the 


firm of Funk & Ennis. Inc.. and had 


them do the work. 


phone 


where to buy your product and 


And so with dealers in many fields. 
You can develop more business 


from prospects who may not know 


SS ~ 
~CLASSIFIEL 


) TELEPH 


our 


; fication of y 
have it serviced — The Ciassifiee service goes here 
business 
—when you display your trade YOUR BRAND naMe 
it was mark in directories where you 32 ai YOUR 
. . : sage *O 
have distribution, and arrange A attproduct of service MARK 


local telephone office. 


WHAT PROSPECTS WOULD SEE WHEN THEY LOOK FOR YOUR TRADE MARK IN THE ‘YELLOW PAGES'— 


fied under it. For details 


on this plan, just call your & 


for your local outlets to be identi- 


«WHERE TO BUY IT” 


His Address, 


lretary of the 


Scriven, Straus 
Assume Official 
Duties with OPM 


Washington, D. C., April 8.—L. F£. 
Scriven, vice-president of A. 
Nielsen Company, Chicago, a 
managing director of the Nielsen 
British subsidiary until a_ fey 
months ago, has gone to work f 
Uncle Sam’s Office of Product 
Management. 

Mr. Scriven is deputy assistant 
director of the Priorities Division 
working under E. R. Stettinius, J 
director of priorities, and is 
charge of liaison with other feder: 


departments and foreign govern- 
ments. 
Another newcomer to OPM 


L. K. Straus, sales manager of the 
New York branch of Shaw-Walke: 
Company. He has been named sec- 
Priorities Divisior 
succeeding Dr. W. S. A. Pott, 
has returned to his post as preside 
of Elmira College. 


Ask Saratoga Fund 


A $300,000 appropriation to pu 
licize and encourage greater use 
the Saratoga Springs Reservatior 
proposed in a bill offered the New 
York legislature by Rep. Bernard 
Austin, Brooklyn. The money would 
be spent, after May 1, under dir 
tion of the division of commerce, 
advertising the state-owned res« 
vation with its mineral waters, bat 
houses, treatment rooms, labi 
tories, hotel and theater. 


1,400,000 
CUSTOMER - HOUSEWIVES 
EVERY WEEK 


This important group of 
pers, readers of the only 


man's weekly magazine, are 
“must” audience for many 
large and frequent adverti 


Advertiser's Product fe 


tures in 


"$75,000, 


r of insertions 


LL 


1940 Expendi 


Magazines 


Average numbe 


in each magatne 


IN 
INSERTIONS 
THE FAMILY CIRCLE / 5 


_ The only woman's 
ee magazine 
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FIRST IN AMERICA 
IN Food Advertising| 


+ + + 


Again The Kansas City Star tops the nation in food and grocery advertising, duplicating its per- 
formance the previous year. 


Just counting the weekday morning and Sunday issues (seven issues a week) The Star printed in 
n 1940 a total of 1,940,109 lines of food and grocery product advertising. This was a greater volume of gro- 
cery advertising than was carried by any seven-issue newspaper in America. 


ai So much for seven issues a week. Ifthe comparison is limited to six issues a week (the publication 
ve schedule of some newspapers) we find that in its morning issue only (excluding Sunday) The Star's food 
lineage amounted to 1,755,291 lines in 1940—or more by far than was carried by any six-day morning 
e1 newspaper or six-day evening newspaper. 


To be absolutely fair, The Star has not subtracted from the totals of other newspapers the lineage 
credited to beer advertising. The Star does not accept beer advertising, but so far as other newspapers 
are concerned has allowed it to be included in the food lineage figures. 


Can you think of a newspaper better qualified than The Star to serve grocery product advertisers? 
The Kansas City Star has the largest carrier delivered circulation in America. The Star reaches the 
housewife, the person who does 100°, of the grocery buying and who makes 80”, of all retail purchases. 
Its advertising rate per thousand copies is the lowest of all daily newspapers. 


FOOD ADVERTISING ON WDAF. 


Supplementing The Star's advertising service are the radio advertising facilities of WDAF, The Star's 
broadcasting station. WDAF is the Southwest's leading station in food advertising. For example, during 
the week of March 23 this year, 38 food companies used WDAF to advertise 68 different food products. 
They consumed 57 hours and 30 minutes of program time. In addition, there were 100 spot announce- 
ments of food products. 


The Kansas City Star takes pride in the completeness of its service not only in the interest of its ad- 
vertisers, but also in the interest of its 315,000 housewife readers, who because of information gleaned from 
The Star and WDAF are enabled to set a better table, attain a healthful, balanced menu and save money 
on their grocery purchases. 


THE KANSAS CITY STAR. 


Evening 320,649 Morning 316,744 Sunday 328,552 


DA F 610 KILOCYCLES 


5,000 WATTS 
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Congress Expected 
to Ban Use of Flag 
in All Advertising 


Washington, D. C., April 8.—Use 
of the American flag in advertising 
will be banned by federal statute 
in the near future, it was indicated 
here today following passage by the 
Senate of a bill sponsored by Sen. 
Charles O. Andrews of Florida. 
The proposal encountered no op- 
position either in committee or 
the Senate floor, and equally clear 
sailing is predicted when it comes 
before the House. 

No national law at present pro- 
hibits use of the flag for commercial 
purposes, but each state has its own 
statute. The Andrews bill seeks to 
eliminate confusion which results 
from conflicting state laws, and to 
establish a federal law for the pro- 
tection of the national emblem. 

Not only the flag itself but also 
the “standard, colors, or ensign of 
the United States of America” are 
covered under the bill which now 
awaits the return of the House from 
its spring vacation. Any use of the 


on 


colors, or the stars and _ stripes, 
which may suggest the flag or other 
national emblems to the average | 
person is also banned. 


Fines, Jail Sentences 

The Andrews bill calls for a fine 
of $100 or less and a jail sentence 
of 30 days or less, or both, for those 
who disfigure, mutilate or use the 
flag for commercial purposes. The 
use of pictures of the flag or other 
emblems on packages is specifically | 
forbidden. The bill passed by the 
Senate is S. 218. Rep. J. Hardin 
Peterson, a Florida colleague of | 
Sen. Andrews, will guide the meas- 
ure in the House when the lower 
body resumes its work April 21. 

If the bill becomes law, as seems 
highly probable, a number of na- 
tional advertisers will be forced to 
change their labels and advertising 
copy. Some manufacturers may 
even be forced to change brand | 


|names in cases of products keyed to 


| 


| lates 


| the patriotic theme. 


The Alcohol Tax Unit of the 
Treasury Department, which regu- 
liquor advertising, has pro- | 
posed a rule of similar nature. Use 
of any patriotic symbol would be | 
barred under the suggested amend- | 
ment. ATU recently held a hearing | 
on this and other proposed changes, | 
and is expected to announce final 
rules in the near future. 


|retary, John 


Nominate Officers for 
CFAC Election May 8 


Candidates for officers of the Chi- 
cago Federated Advertising Club, 


|to be elected May 8, have been 


selected by the nominating commit- 
tee, representing 14 affiliated groups, 


las follows: 


President, William B. Carr, West- 
ern advertising manager, Time, 
Inc.; first vice-president, 
DeBeer, advertising manager, Bauer 
& Black; second vice-president, 
Mrs. Prudence 
and publisher, Manufacturing Con- 
fectioner Publishing Company; 
third vice-president, Sidney Wells, 
art director, McCann-Erickson; sec- 
W. Ladd, manager, 
advertising and business, develop- 
ment division, United States Sav- 


ings & Loan League; treasurer, 
Chester L. Price, advertising and 
publicity manager, City National 


|Bank & Trust Company; two rep- 


resentatives-at-large, Donald  F. 
McKiernan, George M. McKiernan 
Company, and Emmons C. Carlson, 


| sales promotion manager, National 


Broadcasting Company. 


New NBC Red Rate Card 


National Broadcasting Company 
has issued rate card No. 28 which 
lists new frequencies of all Red 
network stations, as well as im- 
provements in power affecting sev- 
eral stations. Rates have not been 
changed. 
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April 14, 194; 
r — —March———-—— * Gain — , Mo = 
1941 1940 or Loss 1941 1944 
| Food Chains 
| *Jewel $ 2.757.417 § 110,46 0.7 $ %S.045.598 § 5,194.97 
*Kroger Gro« « 

Bak. Co 22,023,511 19,669,574 12.6 62,957,419 7,277.43 
*National Tea 5,226,799 4,853,934 7.0 14,803,22 14,410,869 
‘Safeway 2,728,668 0,431,270 7 95,108,149 S7.510,18¢ 

Group Total . $ 62,736,395 § 57,095,241 49 $180,914,.391 y1¢ 92.4649 
| Mail Order 
| Sears, Roebuck $ 66,391.135 $ 50,899,000 +30.4 $166,343.4 $132,.282,457 
Spiegel 4,825,496 5,418,121 10.9 10,889,254 12,080,554 
Montgomery Ward 44,454,704 8,842,199 + 14.5 111,820,709 99,356,576 
Group Total $115,691 $ 95,159,320 21.6 $289,053,396 $243,719.587 
Drug Chains 
Crown . $ 20,283 $ 02,054 o.4 $ 2,055,491 $ 2,007,811 
| Peoples 2,144,194 1,948,660 10.0 6,248,305 5,631,225 
| Walgreen 6,934,131 6,392,184 8 19,739,371 18,226,881 
Group Total $ G.798.608 $$ 9,042.87 8.4 $ 28.043,167 $ 25,865,917 
Variety and Miscellaneous 
Bond Stores 8.377.977 8 005,52 12.4 $ 7.768.420 §$§ 6,349,741 
Consolidated Retail 
Stores 1,057,609 1,045,094 Fe 2,560,76 2,413,631 
Edison Bros 2,751,066 3,014,939 4.8 6,164.67 783,296 
Fishman, M. H 320,959 316,500 1.4 $44,631 785,821 
Grant, W. T 8,438,842 8,101,337 4.2 21,864,865 20,141,358 
Green, H. L 546,231 846,015 7.8 9,432,635 8,064,835 
Kresge, 8S. 8 12,256,305 12,895,241 -5.0 33,089,951 32,559,435 
Kress, S. H... 7,156,332 6,897,199 3.8 19,298,866 17,800,670 
Lane Bryant, In 1,441,778 1,276,647 12.9 3,566,320 8,227,442 
Lerner 3,370,590 ) 9.2 8,189,55 8,284,326 
McCrory 1,690,863 5.1 9,841,030 9,653,310 
McLellan Stores 1,753,486 2.4 4,680,285 4,420,885 
Murphy, G. © 4,020,829 1.2 11,030,724 10,286,137 
Neisner Bros 1,673,776 9.2 4,315,618 4,468,321 
Newberry, J. J 4,205,830 0.4 11,431,894 10,388,376 
Penney - © 22,771,947 1 6.1 61,395,759 >, 792,962 
Western Auto 4,135,000 3,191,000 + 29.6 11,320,000 9,094,000 
Woolworth, FL W 26,436,267 27,544,055 4.0 72,110,921 70,172,852 
Group Total $112,405,687 $112,140,143 + 0.2 $298,906,915 $279,68 os 
Combined Total $300,632,025 $273,437,582 +9.9 $796,917.869 $714,666,371 + 
*Four and 12 week period ended Mar ‘Four and 12 week period ended Mar 
Ch 4 Store but the quarterly increase for tle 
ain group was 11.5 per cent. 
Sales Continue eoanenes 
Two for Wanamaker 
Upward Trend | Duane Wanamaker - Advertisin., 
: Chicago, has been appointed 
1. § ae os —. s .Ac ’ _™ “ ~ 
| Chicago, April 10.— Chain stores| janie ‘advertising of Spot-Check 


|scored a 9.9 per cent gain for March 
1941 over March 1940, according to 
la tabulation developed today by 
| ADVERTISING Acer, and for the first 
three months of this year business 
was 11.5 per cent ahead of the same 
period in 1940. 

Of four food chains reporting, 
Jewel Tea continues to stand out 
with a 30.7 per cent gain for March 
1941 over March 1940 and a com- 
parable increase for the quarter 
year period. The total gain for the 
month for all food chains was 9.9 
per cent with a quarterly gain of 
9.4 per cent. 

Mail order chains showed a total 
gain 
and 18.6 per cent for the quarter. 


Sears, Roebuck paced the field with | 
a monthly increase of 30.4 per cent | 


and a quarterly increase of 25.7 per 
cent. Reshaping of Spiegel’s trade 


policy continues to put that organ- | 


ization on the minus side. 

Three drug chains reporting all 
show monthly and quarterly 
creases, the total being a jump of 
8.4 per cent for March over the 


previous year and an 8.4 per cent |! 


increase for the quarter over the 
previous year. The large variety 
and miscellaneous chain store group 
|only showed a 0.2 per cent gain for 
March over the same month in 1940 


for March of 21.6 per cent, | 


in- | 


Company, maker of cleaning fluid, 
and of Val-Lo-Will Farms Chicken 
Shops. 


The- JOURNAL TWINS 


Daily and A) 
Thoroughly Pepper the Sta 
Sioux City Market (xd 


With Over 52,000. 
Daily Circulation. 


Sioux City leads every city in 
the state as a wholesale city. 


Ranks eighth in the stock- 
yards industry in the United 
States. / : 

1940 it showed the largest 
percentage of gain in livestock 
receipts in the entire packing 
industry. / : 


/ @ee . 
General Advertising Representative of The Jeoraal 
NOEE, ROTHENBURG & JANN 
New York - Chicago - Detroit - San Francisco 
: eee : 
Owners and Operators of Station KSCJ 
Power: 5,000 Day and Night : 
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Started 1933 


$79 to $85 


ie ee) 


a month to place a 


Member CCA 


factual advertisement for your 
product before more than 53,- 
000 active plant operating men 
in the larger plants in all indus- 
tries ... when and where they 
now look for their current oper- 
Details? 
PLAN.” 


ating 


Write 


requirements, 


for “The LIEN 


INDUSTRIAL EQUIPMENT NEWS 


“Industry's Original Monthly Product 
Information Service” 


Thomas Publishing Co., 461 8th Ave., New York, N. Y. 
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ADVERTISING AGE 
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WE ALL SWAN 


Jorma ye swe! 


| 


t's “lL Swan,” “He Swans, 
in this breezy copy for the new floating 


white soap, Swan. Copy, appearing in | 

Detroit and Baltimore, lists eight ways in | 

which Swan is different, and offers | 

“double your money back'—with the 

deadline April !7—for any | 

who doesn't find it the best floating 
soap ever used. 


Internal Revenue 
Collectors to Aid _ 
Defense Bond Drive 


Washington, D. C., April 8.— 
Collectors of Internal Revenue in 
six states have been appointed to 
direct local efforts of the Defense 
Savings Staff of the Treasury 
Department, according to an an- 
nouncement by Henry Morgenthau, | 
Jr. Besides’ directing sales. of 
defense bonds, they will be respon- 
sible for all promotional activities | 
in their states. 

Sales of the new bonds and/| 
stamps will begin May 1 at post | 
offices, banks and other institutions. | 
The states for which administrators 
have already been named are North | 
and South Carolina, Michigan, Mis- 
souri, Texas and Connecticut, and 
it is planned to use these areas for | 
test purposes. Lessons learned will 
be put to use as sales expand to 
other states. 

State administrators are expected 
to gain assistance from volunteer 
workers. The aim is to make it 
possible for every man, woman and | 
child in the country to take part | 
in the effort to finance the defense | 
program. Gale F. Johnston, national | 
field director of the Defense Savings 
Staff, is in charge of sales. 

Support of the American Federa- 
tion of Labor in promoting defense 
bonds has been promised Secretary 
Morgenthau by William F. Green, 
AFL President. The federation will 
distribute pamphlets to its 4,000,000 
members, display posters, and carry 
news in its publications. 

Another advertising man has been 
added to the defense bond staff, | 
Vincent F. Callahan of Washington, | 


26 minutes(, °) one way 
is the average length of 
time for each rider “Sa 
of a street car 2°") or 
bus =% in Los Angeles 
...52 minutes ee: ae daily 
exposure to your message 
on car cards... [axioms 
time to relax“t...read... 
decide to purchase. «>> 
For complete details, 
and rates, write ~~ 


Maynarp Boyce Inc. 
> * ai “— 
LOS ANGELES 


650 Chamber of Commerce Bldg 


wctviled ty Vithimal Tunselaae 


who has menaged radio stations in 
New Orleans, Boston and Spring- 
field, O., for the past four years. 
He will direct radio promotion of 
the bonds and stamps. 


Owens-Illinois Changes 
on Pacific Coast 


Walter G. Thomas, secretary- 
treasurer of Owens-Illinois Pacific 
Coast Company, San Francisco, has 
been named vice-president and 
resident manager at Los Angeles. 
He will also retain his title of treas- 
urer. T. E. Manwarring has been 
named assistant manager of the Los 
Angeles branch. 

John R. Brown, formerly Los An- 
geles branch manager, has been 
named sales manager of the newly 
created package sales division, with 
headquarters in San Francisco. 


Goldblatts Plan 
Chain of Stores 
in Chicago Area 


Chicago, April 9.— Goldblatt 
| Brothers, Inc., has organized Gold- 
blatt Brothers Gold Bond Depart- 
ment Stores to operate community 
department stores in cities of 25,000 
or more within a radius of 500 miles 
from Chicago. A_ building with 
55,000 square feet of floor area is 
now being built in Milwaukee to 
house the first unit. A site has been 
chosen for a second unit here, the 
only community store contemplated 
for Chicago. Plans call for the 
opening of four or five stores in the 
| first six months. 


A general line of merchandise | country,” said Mr. Goldblatt. An- 


usually 
stores, 


handled in department 
excluding groceries and 


heavy furniture, will be sold on a) 


cash and carry basis. Goldblatt 
Brothers operate seven department 
stores here at the present time, one 
of them on State street in the down- 
town area. The stores are heavy 
users of newspaper space and dis- 
tribute a shopping news of their 
own. 

Nathan Goldblatt is president of 
the new organization, Philip H. 
Fisher is vice-president and general 
manager and Henry Appelbaum is 
secretary and treasurer in charge 
of operation of the new stores. “If 
the program goes over the way we 
anticipate we'll open two or three 
hundred new stores throughout the 


17 
nouncement of the new division 
was made by Maurice Goldblatt, 


president of Goldblatt Brothers, Inc. 


Brinkley in Court 

Dr. John Richard Brinkley, one- 
time goat gland specialist, who 
erected a 500,000-watt radio station 
just across the Rio Grande river in 
Mexico to publicize a hospital, is 
defendant in a federal court bank- 
ruptcy hearing in Texas, creditors 
claiming he owes them $1,625,565. 


Gillespie to Kling 

John Gillespie, formerly layout 
artist with the Celotex Corporation, 
has been made assistant to E. Willis 
Jones, vice-president, Kling Studios, 
Chicago, in charge of handling and 
layout. 
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WB's $175,000 for Edna Ferber's 
Still - to - Be - Serialized ‘Saratoga 
Trunk Sets Another New High 


wood 
Bros. 


way’'s 


high. 


years. 


serial 


Edna Ferber yesterday (Tuesday) 
recaptured the record she held for 
10 years for top price paid by Holly- 


Trunk,’ for approximately $175,000. 
That exceeds by $25,000 the record 
recently established when Paramount 
paid $150,000 for Ernest Heming- 


RKO’s $110.000 for Miss Ferber's 
‘Cimarron’ had been the previous 


Ferber 
breath-taker for the industry because 
the author achieved what no other 
writer has been able to do on a film 
sale in recent years. She won a 
clause which provides that the film 
rights revert to her at the end of five 


ding for the story almost to the end, 
but backed out at the rights-rever- 
sion clause with the price so high. 
Another factor which made the 
sale at the fabulous price remarkable 
is that the story hasn't yet been com- 
pletely published. 


installment of the six has appeared 
to date. 


for a novel, when Warner 
bought her latest, ‘Saratoga 


‘For Whom the Bell Tolls.’ 


deal 


became doubly a 


Paramount was in the bid- 


It's running as a 
in Cosmopolitan, but only one 
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Voice of the Advertiser 


This department is a reader’s forum. 


Home Life Adopts New 


Departure in Advertising 

To the Editor: While I think of it, 
I think we should allow credit 
where credit is due—for a piece of 
insurance advertising that seems to 
have clicked 

Attached is this company’s 8lst 
annual report to its policyholders 
and you can readily recognize that 
except for a half-inch in either di- 
rection, the eight look con- 
siderably like those pages of ADVER- 
TISING AGE. And, this was intended. 
I even tried to imitate type styling 
in the head, all because I found 
ADVERTISING AGE a very readable 
publication. 

In departing from the orthodox, 
this highly conservative life insur- 
ance company felt that 
to gain the interest of policyholders 
in the operations of the company we 
had to do something to encourage 
them to read the annual report. The 
heretofore used booklet with its 
continuous pages of text matter just 
didn’t register, and we had the 
happy thought that the influence of 
the daily newspapers on the reading 
habits of Americans might well be 
recognized to our advantage, and 
accordingly you see the results. 

Next, what size, and what kind 
of layout? ADVERTISING AGE in- 
spired the solution to a considerable 
extent and inasmuch as _ financial 
commentators and many daily 
newspapers have commented about 
this new departure in insurance ad- 
vertising, I thought you would like 
to know about the influence of your 
own publication on something we 
have just done. 


pages 


R. B. HELSER, 
Supervisor of Field Service, 
Home Life Insurance Company, 
New York. 


+, 3 


Finds Many Ideas on 
Weekly Picture Page 


To the Editor: Your Photographic 
Review of the Week page is found 
very interesting and put to a very 
good use. These pages are care- 
fully put into a special file and re- 


ferred to regularly for treatment, 
ideas, layout proportions, appeals 
used, and so on. 

Would this page be more con- 


veniently used if it had a perforated 
edge: some mention of how it can 
be put to good use; and was con- 
fined to advertising matter? 

I am also wondering if a bound 
edition containing a year’s run of 
the Photographic Review of the 
Week would interest subscribers. In 
its bound form it would make a 
compact, handy reference file as 
well as a record of the appeals ap- 
plied. May I have your reactions 
please? 

J. KETTER, 

Advertising Manager, Hudson's 

Bay Company, Edmonton, Alta. 

|Editor’s Note: Mr. Ketter’s sug- 


if we were | 


Letters are welcome. 


COINCIDENCE IN HUMOROUS COPY 


The softest thing you can sleep on « 


Ny hid ey, She “y 
TOUGHERN lhe de “youn f 


| 


on 


/, STURDY //, 
PEQUOT SHEETS! 


The same incident occurred—as it not infrequently does—in ads drawn up for 

the United States Steel Company (left), which appeared in The Saturday 

Evening Post, and an insertion for Pequot Sheets scheduled for May and June 
use in other magazines. 


gestions are interesting, but unfor- 
tunately cannot be followed because 
the Photographic Review of the 
Week is designed to present a pic- 
ture each week of many phases of 
the advertising and merchandising 
world, rather than to serve only as 
a review of current advertising 
copy. The reproductions of adver- 
tising shown on this page and 
throughout ADVERTISING AGE each 
week, however, do constitute the 
largest collection of advertisement 
reproductions generally available, 
and therefore the use to which Mr. 
Ketter puts them is an entirely 
logical one. | 


YY - | 


Those Carry-Outers Are 
Working, Says Reader 


To the Editor: In the left hand 
column on the front page of the 
March 17 issue of your good paper, 


there appears a column with the 
heading ROUGH PROOFS and 
signed by “Copy Cub.” In the 


fourth paragraph in that column I 
note this paragraph: 

“Coal men are taking 
to gas by selling stoker 
ADVERTISING AGE reports. They'll 
have the problem licked just as 
soon as stoker manufacturer 
develops an ash-carry-outer attach- 
ment.” 

May I be bold enough to suggest 
that some member of your staff 
contact Mr. Allen Johnson, director 
of Anthracite Industries, Inc., in 
Primos, Pa., who will be more than 
pleased to show you nearly any 
version you can think of in this 
ash-carry-outer equipment pushing 
the ash 100 ft. if you like to a can 
in behind the garage for ready dis- 


the fight 
heating, 


some 


posal. 
It’s really very interesting—why 
not write Mr. Johnson for some 


pretty pictures” 
C. M. Lewis, 
Sales Manager, Anchor Stove & 
Range Company, New Albany, 
Ind. 


"BEAVERS" SIDE BY SIDE 
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National Distillers Products Corporation, New York, \.¥ 


It may be an accident, but a reader doesn't believe so; this juxtaposition of 


adjoining column of the late painter 


National Distillers copy with a drawing of “Old Bush,” and a picture in the 


Auguste Renoir, in the March 24 Time. 


Bugle Situation Figures 


in Two Ad Campaigns 

To the Editor: We are enclosing 
herewith an example of a funny co- 
incidence in the advertising field 
which we thought might be an in- 
teresting illustration for your maga- 
zine. The tear sheet shows an in- 
sertion scheduled for May and June 
which was prepared by J. D. Tar- 
cher & Company to advertise Pequot 
Sheets. In last week’s issue of the 
Saturday Evening Post, the United 
States Steel Company ran an ad 
featuring an _ illustration identical 
enough in treatment to be amusing. 
We are enclosing a photostat of this 
illustration and think the two to- 
gether provide a humorous adver- 
tising coincidence. 

PRISCILLA KENT, 
Constance Hope 
Inc., New York. 


Associates, 


v v sY 


Business Men Invited 


to College Lecture Series 
To the Editor: I thought you might 
interested in the business and 
marketing clinic we are conducting 
here in which guest lecturers from 
the business world are discussing 
various phases of merchandising, 
marketing and advertising. 

To each of these lectures we have 
invited local business people who 
we felt would be particularly in- 
terested in the subject—such as the 
buyers and stylists from local re- 
tail stores to hear Miss Burrows of 
Vogue on “Selling Fashions to 
America,” etc. They have been in- 
vited without charge guests of 
the clinic. We have around 150 
guests at each of these key lectures. 

We believe we have accomplished 
a great deal in giving to students 
of advertising, merchandising and 
salesmanship a first hand under- 
standing of the problems of dif- 
ferent businesses and_ industries. 
And judging by the tremendous in- 
terest in these lectures by business 
firms, it has been an outstanding 
success in tying in the activities of 
the university with the business in- 
terests of Baltimore. 


be 


as 


It might be a splendid idea for 
other colleges Incidentally, we 
have found business people more 


than willing to cooperate with us by 
ugreeing to take time out from their 
businesses to come as guest lectur- 
ers to the clinic 
CLIFFORD C. JAMES, 

Director, Business & Marketing 
Clinic, University of Baltimore, 
Baltimore, Md 


v . ¥ 


Believes Make-up Man 


Shows Sense of Humor 
To the Editor: 


Here’s more evi- 
dence that make-up men have a 
sense of humor. How else would 
you account for the juxtaposition 


of the two “beavers”? 
R. W. GRAHAM, 
Gray & Rogers, Advertising- 
Merchandising, Philadelphia. 


Defense and Fun 
To the Editor: The Eastside Beer 
people (Los Angeles Brewing Com- 
pany) are endeavoring to show in 
the enclosed series of advertise- 
ments that the grim business of de- 
fense has its lighter side at times. 
These ads, and others in the same 
vein, were prepared for use in 
southern California 
and are five columns wide by seven 
inches deep. 
April, and others will follow. 
M. W. SCHACKELFORD, 
President, Lockwood-Shackel- 
ford Advertising Agency, Los 
Angeles, Cal. 
v v v 


Some Responses from 
Pontiac Magazine 

To the Editor: Naturally the story 
of the Buick magazine appearing in 
your issue of March 10 attracted my 


interest beyond its normal bounds | 


and impelled this note descriptive 
of another publication similar to 
“The Buick Magazine” in one re- 
spect only—its purpose. 

First, I should like to know 
what basis the various sponsored 
magazines, such as Buick’s, were 
judged and rated. Was the “Pontiac 
Owners’ Magazine” included in this 
list of examined publications? 

If the measure of response from 
readers was the scale by which the 
value of the magazine was ap- 
praised, I should like to give you a 
few figures and then if you care to 
describe the response we receive 
“deluge” or “cyclone” or a 
“ripple” we shall be pleased to ac- 
cept your decision as the correct 
classification. 

We average approximately 1,000 
photographs each month from our 
readers—and we insist that the 
picture show a 1941 Pontiac. 

We receive over 700 letters each 
month from children. 

In a recent issue of “Pontiac 
Owners’ Magazine” we offered $25 
in prizes for favorite family recipes. 
Within one week we had over 1,000 
entries. Each one written longhand 
or on a typewriter. This entails 
more than sending in a coupon. 

A one-column story announcing 
the sale of a little automobile gad- 


on 


as a 


newspapers, | 


They will appear in| 


— 


April 14, 


MORE FUN 


The lighter side of national defens: 
with advice to soldiers and sailors + 
“Have more fun on leave,’ feature 


these newspaper advertisements fc 
Eastside beer, product of the Los Ar 
geles Brewing Company. 


get selling for 25 cents sold 33,00) 
items in ten days. Another sing 
column sold 12,000 items selling t 
$1 each. 
“Pontiac 
430,000. 


Owners’ circulation 
JOSEPH C. GRIES, 

Associate Editor, “Pontiac 

Owners’ Magazine,’ Manz Cor- 

poration, Chicago. 

{Editor’s Note: Mr. Gries’ depic- 
tion of the reader-interest aroused 
by “Pontiac Owners’ Magazine” 
tells its own story.] 
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LAUREL PROCESS CO, \2° 


480 Canal Street, N.Y.C. WaAlker 5-0526 


AT ONE COST YOU 


106,580 FAMILIES IN THE 
RICH AKRON MARKET 


CAN COVER THE 


Publisher’s Sworn Statement 


Daily 


fverage Net Paid Circulation of the 


AKRON BEACON JOURNAL 


Six Months’ Period Ending March 31, 1941 


CITY ZONE— 


Total City Zone 


RETAIL TRADING ZONE— 


Dealers and Carriers 
Mail Subscriptions 


ALL OTHER— 


Denlers and Carriers 
Mail Subscriptions 
Total “All Other” 


DAILY AVERAGE NET PAID 
FOR SIX MONTHS’ PERIOD 


Total Retail Trading Zone 13.105 


Total City and Retail Trading Zones 


SST 


SUNDAY AVERAGE NET PAID. 
FOR SIX MONTHS’ PERIOD 


DAILY AVERAGE NET PAID. 
MARCH, 1941 


SUNDAY AVERAGE NET PAID. 
MARCH, 1941 


87,252 


We hereby 
nhove are true. 


JOSEPH M. 


Subscribed and sworn 


My commission expires June 


make onth and say 


AVEWARE. 3. H. 
Circulation Manager 


te bhetere me 


that all statements set forth 


BARKS. 
General Manager 


thix Ist day of April, mt! 


MARIF BEATTY. 


im4n Notary Public 
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Defense Needs Will Two to “Chain Store Age” Color Gravure 


Be Told at NIAA 
Midwest Meeting 


‘hicago, April 11.—Mason Brit- 
ti chief of the Tool Division, 
Orice of Production Management, 
W shington, and_ vice-chairman, 
McGraw-Hill Publishing Company, 
will be the 
luncheon speaker 
at the Mid-West 
Conference of 
the National In- 
dustrial Adver- 
tisers Association 
to be held here 
April 18 at Hotel 
Sherman. 

Speaking on 
“The Changing 
Picture of De- 
fense,”’ Mr. Brit- 
ton will tell how 
new develop- 
in the war situation change 
the importance of certain parts of 
the government’s defense program, 
making the task more difficult. His 
speech will divide a full day’s pro- 
gram consisting of talks in the 
morning and clinic sessions in the 
afternoon. The conference will be 
concluded with a dinner in the 
evening, minus speeches. 

Earl L. Shaner, president, Penton 
Publishing Company, will deliver 
the keynote address on “Industria! 
Advertising During Defense and 
After.” in which he will outline 
some of the things advertisers can 
do now to prepare for the future. 
Others on the morning program and 
their subjects are Richard P. Dodds, 
advertising manager, Truscon Steel 
Company, Youngstown, O., and 
president, NIAA, “Fundamentals of 
Advertising that Will Pay Big Divi- 


Mason Britton 


ments 


dends”; and Herbert V. Prochnow, 
assistant vice-president, First Na- 
tional Bank, Chicago, “Trends in 


Business That Forecast the Future.” 

The conference’ is = sponsored 
jointly by the Chicago, Milwaukee, 
St. Louis and Indiana chapters of 
NIAA. Frederic I. Lackens, 
advertising manager, The Hays Cor- 
poration, Michigan City, Ind., and 
president of the Engineering Adver- 
tisers Association, Chicago, is gen- 
eral chairman; W. Lane Witt, Crane 
Company, is in charge of the pro- 


the 


gram 


On Sigma Delta Chi Slate 


Raymond Daniell, chief of the 
London bureau, New York Times: 
Barry Faris, editor-in-chief, Inter- 
national News Service, and Harry 
Hansen, literary critic, New York 
World-Telegram, will speak at the 
annual Founders’ Day dinner of the 
New York alumni chapter of Sigma 
Delta Chi at the Midston House 
April 16. 


Uunaiic 


. Write for Photo Library 
of 2000 Subjects 


bed S. WABASH AVE. CHICAGO 


A. William Butterfield, formerly 
with U. S. Rubber Company, and 
Theodore P. Murphy, Jr., formerly 
with the Chicago Daily News, have 
joined the Chicago sales force of 
Chain Store Age. 


Lippman to Conmar 

Felix Lippman, formerly with 
Timely Clothiers, has been named 
sales and advertising manager of 
Conmar Products Corporation, Bay- 
onne, N. J., maker of slide fasteners. 


West Joins Agency 

Barney West, formerly in charge 
of the stoker division of Pocahontas 
Fuel Company, has joined the staff 
of Meldrum & Fewsmith, Cleveland 
agency. 


in Newspapers 
for Adam Hats 


New York, April 10.—Following 
its successful use of the medium ina 
test conducted last Christmas, Adam 


Hat Stores, Inc., returned to color 
gravure this week with full page 
copy in Sunday issues for four 


newspapers. 

Poster-like in effect, copy is per- 
meated with a human interest qual- 
ity, carried out in the caption, “In 
the spring a young man’s fancy 
turns to Adam hats.” In the fore- 
ground is an illustration of a bellboy 
bearing an Adam hot box and a pot 


of flowers and smiling at the young 
couple pictured in the background. 
An Adam hat certificate is suggested 
as an Easter gift. 

The insertion appeared in the 
Boston Traveler, Cleveland Plain 
Dealer, New York Times and Phila- 
delphia Inquirer. Glicksman Adver- 
tising Company is the agency. 


Names Free & Peters 
Station WISH, Indianapolis, which 


expects to go on the air early in 
June, has named Free & Peters, 
Inc., as its national representative 


New Studios for Lambert 

Harold M. Lambert has moved 
his stock photograph studios to new 
quarters at 2801 Cheltemham 
nue, Philadelphia. 


ave- 


Horning, Tucker Promoted 


R. A. Horning has been promoted 


to general sales manager of the 
glass and closure division of the 
Armstrong Cork Company, Lan- 
caster, Pa., and W. B. Tucker has 


been made general sales manager of 
the industrial division. R. M. Hill, 
who was named assistant general 
sales manager of the industrial di- 
vision, will continue to serve as as- 
sistant manager of the division. 


The STANDARD of COM- 
| | TY) PARISON for 22 YEARS 


MILLS AT 


and 


cash 


itn 
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In baseball and advertising there's always one group 
that makes its own breaks. draws the crowds, and slays 


in the upper bracket. Extra thought, attractive art, 


cood printing on Champion paper, combine to 


sales literature the extra dash that scores on the 


register, Champion is the largest maker of print- 


ing papers: coated and uncoated book, offset, post- 
card, envelope, cardboard, and cover. Whatever the 


job, whatever the league, your advertising touches 


four bases faster when it runs on Champion paper! 


HAMILTON, OHTO . 


. CANTON, N.C... . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


District Sales Offices: NEW YORK ° 


and Tablet Writing . . 


CHICAGO + PHILADELPHIA - 


. Over 1,500,000 Pounds a Day 


CLEVELAND +« BOSTON | ST. 


LOUIS - 


CINCINNATL + ATLANTA 
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SUPERPOWER im the supermarkets—82% coverage of New Thru the Group you can get more and faster sales action 
York’s tamiltes, 73% of Chicago’s, 74% of Philadelphia’s— from more people in more neighborhoods in New York, 
that’s what you get when you make the First 3 Markets Chicago and Philadelphia which buy as much at retail as 
Group the basic unit in your drive for more sales. the next 15 cities combined or the subsequent 58 combined. 

Here in one low cost package are America’s first three No magazine or magazine supplement has such box office 
newspapers in America’s first three markets—a three ring appeal, week in and week out, In these most Important 
show, compelling In attention value and spectacular in markets. None delivers such penetrating, sales-producing 
sales effect. Here gathered under one big top are the color impact in them at so low cost as the locally-edited roto 
and drama and tested effectiveness of Sunday roto. picture sections of the Group. 

Here is the medium which packs in the crowd and has Get the facts. Ask a Group representative to show you 
the selling punch which capitalizes, more than any other the revealing new analysis of the big city markets, prov- 
medium, today’s buying In America’s three greatest mar- ing the Group Its your basic buy if you want to make the 
kets—without piling up surplus coverage in lesser cities. most of today’s opportunities. 


NEW YORK SUNDAY NEWS @ CHICAGO SUNDAY TRIBUNE ¢ PHILADELPHIA SUNDAY INQUIRER 


WILLIAM E. FARRELL, 220 EAST 42nd ST., NEW YORK CITY, MURRAY HILL 22-5055 
JAMES CRAWFORD, TRIBUNE TOWER, CHICAGO, ILLINOIS, SUPERIOR 0100 

se HEENE FITZPATRICh, 155 MONTGOMERY ST. SAN FRANCISCO, CALTE., GARFIELD 7946 
A.D VAN ALLEN, 1ol SPRING STL NOW. ATLANTA, GEORGIA, WAIN 6522 


MARKETS GROUP 


The First 3 Markets Group reaches 20° 
or more of all the families in each of 
the 219 counties (shown in black) which 
account for 32° of all retail sales made 
in America. Coverage of all families in 
these counties ia 59°. 


5,651,334 


average net paid circulation 
during the 6-month period 
ended Se ptember 39, 1940 


SEPIA ROTO NOW ONLY 


*1.55 


Per Milline 
4-COLOR ROTO NOW ONLY — 


*1.88 


Per Milline 
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Consumers Union 
fo Fight Attacks 


on School Material 
Confident That ‘'Cen- 


sorship of Education" 
Will Fail 


Columbia, Mo., April 8 
sumers Union stands ready 
tle toe to toc 
Impose 


Con- 
to bat- 
with those who would 
censorship On consumer 


TO REACH THE $2,000,000,000 
(Two Billion Dollar) Negro Market 
in the United States 

Contact us 

t advertisers and 

vdivertisims ime? cs 1 reaching this impor 
inl lucrative market 


Write today for particulars. 


EDWARD A. BAKER CO. 


PUBLISHERS REPRESENTATIVES 

457 Book Bldg.—Detroit, Mich. 
14,000,000 14 
State aspen 
annuails 
AKK YOU GETTING YOUR SHARE OF THIS 
BUSINESS IF NOT—CONTACT US -WE CAN 
ASSIST Yot 


nillion Negroes in the 
$2 000.000 000 Billion 


United 
Dollars) 


material in the schools, and is con- 
fident that the issue of “educational 
freedom” will be won. That was 
the message brought to some 300 
educators and Consumers Union 
members meeting here today dur- 
ing a break in the program of the 
conference on consumer education 
being held at Stephens College. 
Prof. Colston E. Warne, CU presi- 
dent, and half a dozen members of 
the recently formed national ad- 


visory committee of the organiza- 
tion told the group that not only 


will “witch hunts” fail, but that re- 
pressive tactics on the part of ad- 
vertisers and others are likely to 
backfire seriously before very long. 

“It seems fairly obvious.” Prof. 
Warne said, “that there is today a 
certain campaign to eliminate any 
material from the 
and especially to prevent Consum- 
ers Union from getting its material 
into the hands of school children. 
All advertisers are not wholeheart- 
edly supporting this ‘witch’ hunt, so 
well dramatized by the case of Dr. 


critical schools, 


Rugg [Columbia professor whose 
textbooks have been under par- 


ticular fire], and I am not suggest- 
ing that all advertisers are at war 
with the consumer movement.” 


Attempt at Censorship 


But such things as the newly de- 
veloped program of the Pacific Ad- 


—— 


DETROIT ADCRAFT CLUB TALKS OVER RADIO'S MOVING DAY 


Pre ce 
' 1d fh? 


"1 a 


« 
2 


oy 


APART 


At the speakers’ table, photographed at the Club luncheon March 28, which centered about radio's recent frequenc, 

changes, were these speakers and guests: (left to right) Owen Uridge, assistant in charge of sales, WJR; Arthur Crogha 

sales manager, WJBK; R. H. White, Detroit manager, Red network sales, NBC; W. K. Bailey, sales manager, WCA} 

Pontiac: Harry Bannister, sales manager, WWJ; A. N. Steele, Detroit manager, CBS; Emory H. Lee, chief of the FCC 

18th district; W. Colburn Standish, president, Detroit Adcraft Club; C. E. Campeau, managing director, CKLW; Har 
Golder, announcer, WXYZ; and John Donahue, manager, Blue Network sales, NBC. 


vertising Clubs Association, under 
the direction of Don Belding, Lord 
& Thomas vice-president; the writ- 
ings and speeches of A. T. Falk, 


|research director of the Advertising 


Federation of America; and_ the 
recent investigation of textbooks 
sponsored by the National Associa- 
tion of Manufacturers, are all evi- 
dences of a definite attempt to cen- 
sor consumer material in the 
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tance of Chicago 
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OUR PLANT AT 


tion of Printing—from the prepara- 
tion of copy to the mailing or ship- 
ping of the completed job—are 


housed in this modern, fire-proof 


be handled efficiently and promptly. 
Located within easy walking dis- 
's Loop district, it 
is most convenient for buyers to 
drop in at our office and discuss 


their printing plans with us. 


PRINTING PRODUCTS CORPORATION 
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A Center of Printing Activity 


Complete facilities for the produc- ~~” 


of any size can 


=e ec ee 
Soo Coll a jae 


124 WEST POLK STREET 


@ @ Every piece of printing 
produced in our plant is 
carefully supervised. 
a Catalog, Publication, Book- 
let, Broadside or other form 
of advertising literature, from 
the very first step to the last, 
each is handled by men with 
years of experience in the 
highest standard of quality. 
We welcome an opportunity 
to cooperate with you on 


your next job of printing. 


Be it 


CHICAGO 


schools, Prof. Warne said. 

Edgar Dale, Ohio State Univer- 
sity, a member of the newly-formed 
CU advisory board, pointed out that 
academic freedom must be _ pre- 
served, but also declared that such 
freedom does not include the right 
to propagandize any particular 


| point of view, nor the right to use 


any kind of data to 
thinking on the part of students. 
Conversely, no teacher can afford 
not to use material which presents 
a reasonable point of view or perti- 
nent data, he said. He added that 
the maturity level of students is an 
important consideration in the in- 
troduction of material of this kind, 
and should be carefully considered 
by teachers. 

“I cannot help thinking,” he con- 
cluded, “that those concerned with 
repressive tactics are going to run 
into a lot of trouble—the teachers, 
when aroused, are likely to do 
things that are unfortunate even for 
them.” 


thwart good 


Asks Care with Facts 


Leland J. Gordon of Denison 
University, another member of the 
CU committee, lamented the fact 
that there was no clear-cut meet- 
ing of minds between educators and 


business interests at last year’s © n- 
ference on the subject of adver'is- 
ing and consumer education, ind 
then voiced sentiments very ne: rly 
echoing those of Mr. Dale. There 
is too much criticism of advertising 
by people who have not read it, 
and too much emotional reaction on 
both sides, he said. 

“Be sure of your facts and you 
grounds and then go ahead,” he d- 
vised teachers. “In the long «un 
things like this Pacific Coast aflaiy 


will run themselves into the 
ground.” 

Henry Harap, George Peabody 
College for Teachers, H. G. Lull, 
Kansas State Teachers College 


|Helen Sorensen, University of Illi- 


nois, and others, expressed opinions 
in general agreement with those 
mentioned. All seemed to feel that 
the proper procedure for teachers 
was to continue steadfastly on their 
course; all seemed confident, also, 


BUSINESS PAPER ADVERTISERS 


W here—When—How Much 
Your Competitors Advertised 


BRAD-VERN’'S REPORTS 


135-21 Union Tnpk., Flushing, N.Y. 
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that their case would be won, and . tion, observes that “with the dar- neers and designers and probably : 
rather quickly. All, however, Packard Poised Appoints Wales Agency 


ing of its style the Clipper unlocks limiting Packard’s market. To 


Martha’s Vineyard Information, 

sounded a note of warning to over- f U ili f a new market and becomes the change or not to change became a yjneyard Haven. Mass.. has ap- 

ent usiastic disciples in their own or nvel Ing oO answer to those who demand the major question which the manage- pointed Wales Advertising Com- 

cal “If we have any people with Cli M d ] ultra-modern. In itself it is the ment felt could only be settled by pany, New York, to conduct a 

sub ersive motives, let us nip them Ipper ode nucleus of a progressive program the buying public. So the Clipper magazine advertising campaign. 

fr the inside,” was the way Mr. Detroit, April 9.— Within the offering new and even more tempt- | was created. It is priced at $1,375, 

Lu!! put it. coming week the Packard Motor ing innovations later on.” Dealers factory delivered The present Natural Sugars Appoints 
CU Report Given Car Company, through newspapers, were apprised of this new step in Packard One-Ten, One-Twenty, Natural Sugars, Inc., New York, 


magazines and a myriad of mail the Packard program by means of One-Sixty and One-Eighty models has appointed Rose-Martin, New 


Tine group of educators and CU and point-of-sale material, will in- meetings in which the Clipper was will be continued as representatives York, to handle advertising for 


members attending the luncheon— vite the public to “Come In and_ unveiled. of the traditionally conservative Early Morn molasses. 
almost 50 per — larger than that Skipper the Clipper” by way of in- The continuity of Packard design Packard lines. By addition of the 
attending a similar session last year, troducing, at its sales outlets practically throughout the com- Clipper, Packard now encompasses 
although attendance at the Stephens penaanagnl the country, its new ints 42-year history has been six lines of cars in 41 body styles ALMANACS! CALENDARS! 
conierence was somewhat less—alsoO packard Clipper. regarded as a mixed blessing in Year Around Advertising Mediums! 
ari an informal report on Con- Although retaining a trace of its recent years, with car styles under- j Copy supplied for U. S. and foreign coun- 
sun s Union progress from Prof. Per tat iii dina which going “more and more changes Funt Resigns tries—Astronomical Calculations, Weather 
“Ty nahi ea 4 Allen A. Funt, account executive | Forecasts, Astrological Readings, Planting 
Warne. CU membership is now at has been the hallmark of Packard Many car buyers favored it, it has nd copy director tt Franklin Bruck | T@bles:_Fishing Calendars, ete. 
ab 87,500, the largest in history, design these many years, W. M. been pointed out, but it was multi- ye ten age Corporation New York, HART WRIGHT COMPANY 
e suid, despite a bad slump during packer, vice-president of distribu-| plying the problems of both engi- | has resigned. , Penn Yan, N. Y. 
ths summer of 1940. = 
“Bread and Butter,” the organiza- 
tion new weekly, has gone for- ae . B® = ia 
wal a cook book has just been \ . b* & 

“= sued, and a new and enlarged 

n- puying guide has been published. mS \ 

S- CU has also published a number of " ‘ 

nd pamphlets, and has found church 

ly groups, particularly the Baptists 

“ie and the Congregationalists, increas- 

ng ngly interested in its work. One 

it, pamphlet has been made available 

on ‘ 


9 the social action committee of 
the Congregational Church. 
ul Teaching aids have also been 


d- made available on an_ enlarged 
un scale and supplied to teachers with- 
ii! out charge, he reported, and a 
the eroup Of some 200 speakers has 
been developed throughout the 
dy country to carry the organization's 
ill, story to clubs, study groups, etc. 
cge The organization’s annual meet- 
ili ng will be held at the University 
Ms of New Hampshire June 17-18, and 
SE ill again devote a major portion 
that of its discussion to the field of nu- 
ners trition, he announced. 
ei! eae Pe 
“fF Plan Formation of 
— ff New Marketing Chapter 
RS An organization meeting, to dis- 
| cuss the possibility of forming a 
Cleveland chapter of the American 
Marketing Association, was held 
d March 21, with about 50 present. 
TS \n organization committee, to work 
| out details and present a slate of 
N.Y. ‘ officers at the April meeting, con- 
a sists of the following: Se 
— Allen L. Billingsley, president, 
ma Fuller & Smith & Ross; Donald R. G. 
- Cowan, manager of commercial re- 
search for Republic Steel Corpora- 
t tion, and a former president of the 
American Marketing Association; 
) Royal E. Davis, manager of sales 
esearch, Goodyear Tire & Rubber 
Company; Howard Whipple Green, 
market consultant; Ralph C. Grei- 
ner, McGraw-Hill Publishing Com- 
pany; and Clarence McGregor, 
Cleveland College and Western Re- 
serve University. 
ipo Seetnes WHAT DO YOU MEAN—THE WORLD 
Harry Forrester, vice-president in 
the Cleveland office of Fuller & 
Smith & Ross, has been transferred : 
ee HAS GONE PRICE CONSCIOUS? 
a = 
Elect Clause President 
Robert L. Clause, who joined the ss: 
Pittsburgh Plate Glass Company in : 
914, has been elected president, . ’ ° 
ueceeding H. S. Wherrett, who be- The man up above is a craftsman. He’s a Rogers craftsman. He is also a salesman. 
omes vice-chairman of the board 


f directors. 


ies For eighteen years he has helped sell the products of hundreds of successful adver- 


tisers. The engraver’s finishing tools in his deft and versatile hands build life and 


brilliance and selling power into etched copper and zinc that helps make $5000 or 


$6000 worth of white space a dividend producing investment. . . . That is craftsman- 


ship—and craftsmanship still functions at two-double-o-one Calumet Avenue because 


SOLD BY THE WEEK it is still in demand. The big circulation publications carry the ‘‘ads”’ of plenty of large 
wt! l ONE OR 43 CITIES! and small advertisers who'll tell you that they’d rather have a Rogers invoice than 


yy, TN 4 By Ee many a “low” price quotation. “It’s not that we're not price conscious. Rather, it's 
7 7 ing on all available taxicabs : , 
‘ L Recrar cot ite per ow because we're value conscious .. . and a Rogers invoice is evidence of value received.” 


E. Whaley Co., Washington 


a Bidg., Louisville, Ky. 


ROGERS ENGRAVING COMPANY 


Adolph F. Buechele, President 
MASTER CRAFTSMEN OF PHOTO-ENGRAVING * 
2001 Calumet Avenue . Telephone CALumet 4137 e Chicago, Illinois 
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Significant Developments in Trade and Industry as 
Reported by the Business Press 


Edited by RALPH O. McGRAW 


4 
ia The Business Digest 
- 


Develop Antiseptic Ice the fishing industry in preventing 
For Commercial Usage heavy losses from spoilage in pre- 

Following many years of experi- serving the fish from the time of 
mentation, a Seattle chemist has | te catch until it reaches the can- 
developed an ‘antiseptic’ ice which ; ; : : 
has been given satisfactory tests in li-day-old catch is detailed in April 
3 Food Industries by Mandus E. Brid- 


|boats carry ice in the hold, losses 
|with ordinary ice have been esti- 
mated at 25 per cent due to down- 
grading and four per cent outright 
spoilage. 

The l1l-day-old fish showed a 
bacteria count of only 686,000 per 
| gram, whereas a count of 56,500,000 
|might have been expected, the 
| writer points out. Salmon shipped 
“THAT BLEND” |from Seattle to New York under 
ae fe j|this new refrigerant would arrive 
4 Exclusive : fresher and finer than salmon just 

with Rapid off the boat using ordinary ice, it 
is claimed. 

The antiseptic ice is made by 
RAPID COPY SERVICE CO. mixing a powder called Nipicide 
e 123 N. Wacker Drive ... CHICAGO with the water to be frozen. Not 

@ 415 Lexington Ave... NEW YORK only does it kill the bacteria on the 

@ Ninth-Chester Bldg. . . CLEVELAND fish, but also bacteria in the water 
Jifrom which the ice is made. The 


ston. Even though ocean-going fish | 


April 14, 194) 


new ice will cost about 30 per cent. 


|more than ordinary ice, but it is 
‘estimated that it will save over 
2,000,000 pounds of fish annually in 
|the halibut industry alone. 
Although commercial experiments 
with the new ice have been limited 
to the fishing industry, which is 


|expected to use about 500,000 tons | 
'of the ice next season, it no doubt | 


| 
| 
| 
| 


will be applicable to other divi- 
\sions of the food industry. 


West Taking Lead in 

Lumber Production 

Nearly one thousand billion board 
feet of lumber have been sawed out 


nery. The experience with an! 


|three decades, and while varying 
|from year to year, the output trend 
during that period has been gener- 
‘ally downward, according to data 
‘collected by the Bureau of the 
Census and analyzed in Domestic 
| Commerce for April 3. 

| Between them, the South and 
West have in the last generation 
|furnished 79 per cent of the nation’s 
‘entire lumber cut. From’ 1909 
| through 1925, the South held undis- 
ested leadership with an average 
annual share of 46 per cent of the 
nation’s total cut, ranging from 
43.1 per cent in 1911, to a high of 
50.2 per cent in 1921. In 1926, the 
West took the lead, with 42.9 per 


| 


| 
| 
| 


at Superior too, the night 
crew is on the job. That’s 
why your engraving or ad 
setting job will be ready in 
double-quick time.... 
Superior’s day-and-night 
service gives you “quality 
with quickness”—and no 


overtime charges. 


7 Got a rush job? Just call 
SUPERIOR for prompt 

action... Our telephone 
re number is SUPerior 7070. 
215 W. SUPERIOR STREET 

“Sica SUPERIOR ENGRAVING COMPANY 
CHICAGO . ILLINOIS 


tig" 
“heat ane 


—— ———— a 


WIN PROMOTIONS tity of heat is measured by British 


thermal units. 

Heat flows only to points of lowe, 
|temperature. It does sO in threg 
|different ways: conduction, conve. 
|tion and radiation. Conduction jx 
|flow of heat from one body to ap. 
other in direct contact with it, o; 
|from one part of a body to anothe, 
jpart. The rate of flow is calleg 
|conductivity. Materials that «on. 
duct heat poorly are insulators 

If a hot body is surroundec py 
air at a lower temperature it \yj}j 
|give up heat to the nearby ai: by 
|conduction. The heated air exp nds 
and becomes lighter. Heavier ojq 


The Armstrong Cork Company has ap- 


aa tis Gaui a ; arg | pointed Kenneth O. Bates (left), gen- | a displ i” Sle dae ale od 
r cut from forest lands | eral sales manager of its Floor Division, | air displaces it. is fresh air «lso 


of the United States during the past | and named M. J. Warnock (right), as /becomes heated and rises and the 


assistant general sales manager. cycle continues until all the a: js 
at the same temperature. The rmoy- 
ling stream of air set up by ‘this 
cent of that year’s supply of lumber | process carries heat from one p ace 
|for the nation; the South following |t another and so forms a dis 
closely with 42.2 per cent. From | kind of heat transfer called con ec. 
that year onward, however, the|tion. If a fan or pump moves the 
West has retained the lead, con-| heat, we have forced convecti: 
tributing 46 per cent of the total All substances throw off ea: 
cut through 1939, the last year for | energy in the form of waves. his 
which complete totals are available.|j,; known as radiation and forms 
Of the lumber produced from |the third method of heat tran:fer 
1909 to 1939, inclusive, the timber |[ntensity of radiation depends on 
stands in the 11 Southern states|the temperature of the subst: nce 
— Alabama, Arkansas, Florida,|anq its color, nature and sur‘ace 
Georgia, Louisiana, Mississippi, | condition. Radiant energy always 
| North Carolina, Oklahoma, South | gows from a hot body to a cold one 
| Carolina, Texas and Virginia— | it flows in a straight line, unaffected 
| yielded the greatest share, approxi-|py air currents; it can be focused, 
| mately 43 per cent, or more than | absorbed or reflected, exactly as 
1430 billion board feet of lumber. | jight rays. 
The forests of the 11 Western states | The ability of materials to sive 
—Arizona, California, Colorado, | 544 padiant energy is called emis- 
Idaho, Montana, Nevada, New | <ivity and is expressed as the rati 
Mexico, Oregon, Utah, Washington | of the given material’s emissive 
and Wyoming—contributed the next | power to that of a perfect blac! 
largest lumber cut with approxi- substance which is taken as one 
mately 37 per cent, or 370 billion |The reflectivity of a substanc: 
board feet. ‘the percentage of radiant energ) 
falling upon it which is reflected 
How Heat Behaves jand shateniivity is the fraction 
An _ interesting explanation of | absorbed. 
| terminology with reference to heat | 
is given in the April issue of Power 


by L. N. Rowley, associate editor. SPECIAL! 2-Color LETTERHEADS | 


For instance, he says intensity of “and ENVELOPES at Surprisingly LOW COST 


|heat, or hotness, should never be 
Improve your stationery with 2-color especia 


confused with the amount of heat. | signed and matched Letterheads, Billheads and E: 
, . . he of J<, | Pelopes at amazingly low cost due to our special hig! 
A red-hot buck shot 1S obv iously speed 2-color presses. Finest inexpensive type of 


¢ sk re . ivertising you can buy. Write now for prices. Sen 
hotter 2 than a buc ket of Ww atel ’ but | compiles of stock ‘new ‘weed: for estimate. You'll appre 
aes ts 6 Genes Sey Se Nee CRESCENT ENVELOPE & STATIONERY CO., NEWPORT. KY 

| in the bucket of water. The quan- | (Across the river from Cincinnati) 


COVERAGE 
that reaches the heart 
of the Intermountain 


Market 
* 


that reaches the hearts 


The combination is a , 
selling force that gets q 
results 


SHOWMANSHIP [am 
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Plastics Plugged 
in Promotion for 
Bloomingdale's 


New York, April 7.—With public 
interest in plastics swelling to new 


proportions as Washington orders 
restrict the use of metals for civilian 
purposes, Bloomingdale’s depart- 
men! store last week took the 
initictive in utilizing the promo- 
tions! value of the trend toward 
substitutes. 

Copy in the New York Times 
announced the opening of a plastics 
exhibit described by the store as 
the beginning of a campaign to 
encourage conservation of metals 
for defense industries through stim- 


ylation of public interest in plastics. 
In the form of a step-down layout, 
ecupying seven columns of the full 
page and all but nine inches of the 
eighth column, copy was headed 
‘America is doing wonderful things 
with plastics” and illustrations de- 
victed “beautiful plastics for 
home” and “beautiful plastics for 
personal use.” 

While objects in the current dis- 
play may be classed as luxury 
tems, Bloomingdale’s expects 


wider service for civilian needs. 


Will Keep Abreast 


In a statement announcing the 
pening, I. A. Hirschmann, vice- 
vresident, said that “fas fast as sci- 
entists make new discoveries, as 
soon as industry produces improved, 
functional designs, 
plans to present them in a way 
which will keep the public informed 
if progress.” 

Mr. Hirschmann emphasized 
that the new creations are not sub- 
stitutes or makeshifts but in many 
eases are more efficient than the 
metals they replace. 


Among the objects in the exhibit | 


are a chair, cocktail table, fruit 
bowl, bathroom accessories, and 
other home furnishing items made 
included are wo- 
men’s shoes and jewelry, cigaret 
case, pocketbook and games, with 
plastic dice, checkers and dominoes. 


Forms New Company 

Harry J. Schnell has purchased 
Oil, Paint 
Green Book Buyers Directory, and 
National Painters Magazine from 
Oil, Paint and Drug Publishing 


Company, New York, and formed | 


the Schnell Publishing Company as 


publisher of the group. He has been | 


president and editor of the 
publications for many years. 


three 


1,400,000 : 
CUSTOMER-HOUSEWIVES 
EVERY WEEK 
This important group of shop- 
pers, readers of the only wo- 
's weekly magazine, are a 

" audience for many a 


a) 


of a series 


o<-orr* 


1940 Expenditures in 


# insertions 


7 


eee eee”? 


Ave age number © 
in each magazine 


INSERTIONS IN 
THE FAMILY CIRCLE 


- Chicogo * Son frente 


the | 


to 
eas ° | 
make additions along more practi- | 
cal lines as plastics are pressed into | 


Bloomingdale’s | 


and Drug Reporter, | 


Randall Nominated for 
\N. Y. Club President 


| I. S. (“Stick”) Randall, assistant 
to the chairman, Transcontinental & 
| Western Air, Inc., has been nomi- 


| 


|nated for president of the Adver- | 
tising Club of New York. The elec- | 


| tion will be held May 13. Clarence 
|L. Law, vice-president, Consoli- 
|dated Edison Company, has been 
{nominated for vice-president, and 
| James A. Brewer, Brewer-Cantelmo 
|Company, for treasurer. 

Nominations for. director in- 


Sumner Company; Frederic 


jean Association of Advertising 
Agencies; Wilbur F. Howell, Robert 
F. Gair Company; James Wright 
Brown, Jr., Editor & Publisher. 


Plan Printed Art Show 


The Brooklyn Museum will stage 


1 comprehensive exhibit called 
‘Printed Art” this summer, with 
yutstanding work in advertising, 


posters, packaging, magazine, news- 
9aper and book illustrating, printed 


jJecorative accessories and _ litho- 
graphic fields being shown. 
WFCI Joins Mutual 

Station WFCI, Pawtucket, R. L., 


started operation April 5 as a Mu- 
tual Broadcasting System affiliate. 
| The new station operates full-time 
lon 1,420 kilocycles with 1,000 watts 


| 


| power. 


| 


cluded: G. Lynn Sumner, G. Lynn | 
R. | 
Gamble, managing director, Ameri- | 


| 
| 


AGENT COLUMNISTS 


The Central Idea 


G. W. WILSON, Agent. Seneca Falls 


ONE LESS WORRY 
1 guess all of us will be sleeping 
better, and breathing easier, when 
there are « lot more guns stand- 
- ing between us 
and Europe 


again —that in tonnage capacity, 
as well as speed, dependability 
and economy, no other form of 
transportation is equipped to do 
as BIG « job as America’s rail- 
roads 


Whether it's guns for our de- 
fense or building supphes — or the 
morning grapefruit for your fam- 
ily — you can depend on New 
York Central freight rolling 
along, on time, on schedule 


But there's 
one thing we 
don't have to 
worry sbout — 
our ratiroads 
are already pre- 
pared 


3 


= ail A lot of interesting things are 
OW Wiese 


happening along the “Central” 
system these days—and I'd lke 
to report to you about them from 
time to time, in this column 

I think it will help us both get 
acquainted, and become better 
peighbors. 


For instance, 
just the other day | read that 
500,000 tons of shipping bottoms 
might make a big difference in 
the outcome of the battle Britain 
is putting up. 

That set me figuring. Why — 
the “Central”, alone, is now add- 
ing 600,000 tons of freight-carry- 
ing capacity —and we hardly give 
it a thought. 

Yes, sir —this new fleet of 10,583 
new freight care just proves it 


Local agents of the New York Central 
System turn writers for a new institu- 
tional campaign, with the emphasis on 
railroad services given each community. 


Form Sanderson & Murray 
Frances N. R. Murray, who has 


been active in the consumer ad- 
vertising field, and William H. 
Sanderson, who has been engaged 


in industrial advertising, have 
formed the Sanderson & Murray 
agency, Leader bldg., Cleveland. 


Localized Copy in 
Smaller Towns for 
New York Central 


New York, April 10.—JIn an at- 
tempt to localize its national adver- 
tising by portraying the services 
rendered to specific communities, 
New York Central System launched 
an institutional campaign last week 
in newspapers of the smaller com- 
munities served by the railroad 

Employing a_ standard format, 
each insertion in the series will 
appear over the local agent’s name 
and picture. The agent will assume 
the role of a newspaper columnist 
to describe a service performed by 
the railroad for the people of 
community. 

Both passenger and freight traffic 
services will be discussed in the 
newspaper columns. Geyer, Cor- 
nell & Newell is in charge 


his 


G-E Advances Norling 
Earl H. 


Norling, who has been 


,connected with the electric refrig- 
}eration promotional activities of the 


General 
years, 


Electric 
has been 


for 14 
head- 


Company 
appointed 


quarters specialist on electric sinks 
and cabinets for the G-E appliance 
department, 


and merchandise 
Bridgeport, Conn. 


Plan S. Carolina Drive 


7OV. Burnet R. Maybank, chief 
executive of South Carolina, has 
appointed an advisory committee of 
newspaper publishers to conduct a 
campaign for the industrial devel- 
opment of the state through the 
state defense council. Members of 
the committee include S. S. Wallace, 
Jr., Spartanburg Herald-Journal: 
William A. Elliott, Columbia State: 


George A. Buchanan, Columbia 
Record, and Paul T. McGee, 
Charleston News & Courier and 


Charleston Evening Post. 


Carter Names Agency 


Kremer & Howard, Inc., Memphis, 
has been named to handle adver- 
tising of M. E. Carter Company, 
wholesale produce company with 
branches throughout the Mid-South. 
Homer Gentry is account executive. 


« Vena taan Bas 


compared to the sweet young thing. 
of today, you'll agree. Our printing 
methods are as modern as tomorrow. 
May we explain how to get the most from 
this (941 stream-lined process? 


ROT0O-LITH CO. 


201 N. WELLS ST. CHICAGO 


DEA.8SS7 - HEM. 2211 


j 
| 


work, 


NEW YORK « 


An Announcement by 


J. STIRLING GETCHELL, Inc. 


ADVERTISING 


Through purchase of the common stock holdings of the late |. Stirling 
Getchell from his estate, the management and control of this company 
are now vested in principals active in the operation of the business. 

The agency will continue under the name of J. Stirling Getchell, Inc. 


The following officers were elected March ist, 1941. 


PRESIDENT: 


JOHN V. TARLETON, Formed the agency, with 
Mr. Getchell, in 1931, after three years’ previous 
association with him in other prominent agencies. 


VICE PRESIDENTS: 
PAUL HOLLISTER. Joined the agency in 1940, 
after eight years as Executive Vice President and 
Publicity Director of R. H. Macy & Co., Inc., and 
17 years’ prior experience in the agency business. 


M.P.FRANCESCHI. (Genera! Manager). Joined 


| the agency in 1931, after 4 years’ previous agency 


E. G. NICKERSON. (Chairman of Plan Board). 
Joined the agency in 1932 after 8 years’ previous 


ayvenc \ expel lence, 


HARRY T. MITCHELL. Head of the Detroit 
Office and Chief Account Exec utive for Ply mouth 


and De Soto Divisions of the Chrysler Corpora- 
tion. Joined the agency in 1932 after 10 years’ ex- 


perience in the agency field. 


FRANK R. GRIFFIN. Chief Account Executive 
for the Socony-Vacuum Oil Company. Joined the 
agency in 1934, after 15 years’ experience in the tire 


and oil industries, and in advertising agency work. 


WILLIAM E. BERCHTOLD. (Director of Re- 
search). Joined the agency in 1935, 


TREASURER: 


CHARLES MCCORMACK. Has been in charve 


of the agency’s financial affairs since its first year, 


1931. 


SECRETARY: 


ORVILLE H. SCHELL, JR. Joined the agency 
early in 1940, after 7 years’ experience in the law | 
firm of Hughes, Richards, Hubbard & Ewing. 


J.STIRLING GETCHELL, Inc. 


DETROIT °« 


CHRYSLER CORPORATION 
Plymouth Division 
De Soto Division 
THE KELLY-SPRINGFIELD 
TIRE COMPANY 
DEVOE & RAYNOLDS CO., INC. 


Chicago Division 


CHICAGO °« 


- Advertisers Served 


SOCONY-VACUUM OIL CO. 
INCORPORATED 
Standard Oil of New York Division 
White Star Division 
Lubrite Division 


White Eagle Division 


KANSAS CITY « 


LOS ANGELES 


ALLIS-CHALMERS 
MANUFACTURING COMPANY 


ILLINOIS MEAT COMPANY 


SCHENLEY DISTILLERS | 
CORPORATION 
Jos. S. Finch & Co., Inc. 
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April 14, 194; 


JOINS PABST STAFF 


Pabst Blue Ribbon “33 to 1” blend- 


The sign officially began its mer- 
chandising job at 6:30 p. m. when 


ANCAM to Discuss Defense 


— 


Dale Appoints Reiss 


ing slogan in letters 26 feet high, How to solve newspaper classified Jim Dale, New York chain of ; 
that continuously moving letters 13| Mr. Pabst, atop the Stevens Hotel, advertising problems growing out) men’s clothing stores, has placed jt; 
feet high will intersperse important turned the rays of a 1,000-watt bulb of the national defense effort will account with Reiss Advertising 
spot news with more detailed Pabst toward the sign many blocks away,|come Up for discussion before the New York. Radio, newspapers «nq t 
‘selling messages 130 feet above the | Where a photo-electric cell picked 22nd annual convention of the Asso- direct mail will be used. 
Fog hi he 50-foot clock in the | UP the beam of light and set in ciation of Newspaper Classified a aes : 
street, that the ? C 2 ti the sign’s intricate machin- Advertising Managers at the | 
sign has a minute hand weighing ener ae et was sy ‘hronized | Schroeder Hotel, Milwaukee, for Dilday to Western 
1,700 pounds, that the luminous tub- ery. This” act was sync apples four days beginning June 23. Harry Charles Dilday, formerly \ 
ing in the sign will burn as much with a radio program over WENR | Gwaltney, assistant advertising|.» cage tong. sorts mi 
; . . . . ' : , : aign manager with American 
electricity each night as 200 average from 6:15 to 6:30 p. m. during) manager, Milaukee Journal, is pro- ah Chicago, has joined West : 
‘suburban homes, that 43 miles of which sapeeabdcade all were broadcast gram chairman. ern Advertising Agency, Racine : 
wiring are required to hook up the from the control room of the sign. : ec Wis. ’ 
‘lighting equipment in the 370-ton Raninats Chieu Finley Heads Kingsland — 
structure, that two electricians will , . P. Finley, vice-president and | : : ‘ 
be on duty during the sign’s operat- This scintillating salesman of | director of sales and advertising for Steinreich Advanced 
‘ing periods, and that for their con- | Pabst Blue Ribbon beer, which has the Union Fork & Hoe ig ope , noe STE ag wane se ) 
ground to the top of the sign where | by Chevrolet, is the creation of the | treasurer of W. J. Kingsland & Co.,| general sales manager less t! 
a 12 by 20 foot compartment houses Federal Electric Sign Company. New York, Union’s export repre-| year ago, has been elected | a | 
the control equipment Lord & Thomas is the Pabst agency. | sentative. dent of the brewery. 


Pabst Brewing Company's Chicago sales 
force April 7 after dedicatory cere- 


| 
Towering electric sign which wi | 
| 

monies. 


Towering Pabst 
Sign Dedicated 


with Ceremony 


Begins Blue Ribbon 
Beer Selling Job in. 


| 


Chicago | 


Chicago, April 8. Although in- 
ventors of bar equipment have not 
yet made common a device whereby 
one can press a button and draw a 
glass of foaming brew, something 
akin to that operation was antici- 
pated here last night when Fred | 
Pabst, chairman of the board of the | 
Pabst Brewing Company, Mil- 
waukee, pressed a button to light | 
an electric sign billed as the world’s | 
largest. Towering 272 feet above | 
the ground at the intersection of | 
Michigan avenue and = Randolph. 
street, the “spectacular” tells its | 
story of Pabst Blue Ribbon beer in 
a definitely dominating way along | 
Chicago’s famous artery of traffic | 
as well as adjacent Grant Park with | 
its populous drives. 

A full measure of publicity was 
extracted from the inaugural cere- 
mony, with deft touches of show- 
manship and a five-ton truckload 
of back-breaking | statistics The 
dedication program began in the 
Tower room of the Stevens Hotel 
where Edwin L. Morris, vice-presi- 
dent and director of sales promo- 
tion for Pabst, introduced Mr. Pabst 
before company representatives and 
guests. 

Mr. Pabst in a brief talk noted 
the colossal proportions of the sign, 
that it rises to the height of a 24- 
story building, that it will flash the 
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ALL NEEDED FACTS IN ONE VOLUME 


Advertisers lay out schedules only on the basis of facts. They have access to spect 
tical and research material for making comparisons between individual publication- 
the MARKET DATA BOOK. It has been relied upon for more than 20 years as the pri! 


source of basic information on both media and markets. 
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Pittsburgh Steel 


K. Beeson has been elected to Cold Treatments, 


newly-created position of vice- 


‘ Ld resulted in the signing of a stipu- agency will continue to create and 
dent and general manager of Says Bristol-Myers lation by Alka-Seltzer place all Arden 


The case attracted the attention ; 
No Agreement on ,, Resigns Arden Account 
Pettingell & Fenton, 
has resigned the 
a complaint similar to that which account, effective 


advertisers because, in fighting 
the FTC action Bristol-Myers faced 


in August, 


Brooklyn, April 10.—Challenged 1939. In the latter instance Miles June 1. 


the company in 1930 and had on advertising claims made in be- representations implying that colds, Manz Elects Baldridge 
assistant general manager of half of Sal Hepatica, Bristol-Myers 4istress after meals and “other com- Lloyd 


of the Pittsburgh Steel Com- 
Beeson became associated by the Federal Trade Commission Laboratories agreed to discontinue 
He is a son of Charles E. Company last week sought to prove ™Mon ailments” result from excess 
yn, one of the company’s 
ders. 


lliiaam P. Witherow, Jr., has 
elected president of the Cem- 
ne Company, Pittsburgh, suc- 


ned recently to head the Insul- Cleveland during the 
tic Corporation, New York. months. 


pro- Enlarges Quarters 


and & Co. has been moved to larger advertising and 
few space on the 20th floor at the same gram for next 
address, 350 Madison avenue. hats. 


Baldridge 
Cal., has been elected to the board 
that there is no general agreement acidity of the blood or deticient of directors of The Manz Corpora- 
among physicians as to whether or alkaline reserves and that the use tion, printer and engraver with of- 
not the use of an alkalizing agent Of an alkalizer will correct those tices in Chicago and New York 

: : is beneficial in the treatment of Conditions. 
Witherow Appointed colds, headaches and constipation. 
Testimony to this effect was 
duced at a final hearing here, which 
ng Leslie M. Johnston, who followed hearings in Chicago 


Stetson Plans Fall Drive 


John B. Stetson Company, Phila- 
New York headquarters of Weed delphia, is planning 


— 


“... when we recently decided to increase our promotional efforts on special 
wire shapes and forms,” writes C. D. Davenport, advertising manager of the 


Union Steel Products Company, “the Market Data Book was referred to by 
both our agency and ourselves, in determining the best markets and the best 
media for reaching those markets. It may be just a coincidence, but the publi- 
cations selected were all advertisers in the Market Data Book.” 


How to locate information on 


a dozen different products quickly and easily 


The Union Steel Products Company of Albion, Mich, 
manufactures bakery equipment (including ovens, air 
conditioning, and light handling equipment), poultry 
equipment, building specialties, point of sale displays, 
dairy equipment, hardware and sporting goods, oven and 
refrigerator shelving, and special wire forms and shapes 
That's quite a line-up. It takes in a lot of territory. ‘To 
cover adequately all the markets represented by these 
products means an investigation into a dozen or more 


specific fields, each served by several publications. 


The MARKET DATA BOOK provides all the necessary 
iswers quickly and authoritatively, When Admanager 
Davenport wants facts and figures to sell more bakery 
equipment for Union Steel Products Company he turns 
to page 61. Under BAKING he obtains in) summary 
form such essential information as the number of estab 

ments manufacturing bread and other bakery prod 


s. distribution of bakeries by states, bakery output in 


dollars, number of wage earners, equipment purchases 
and market trends. Hle also finds in this section a list 
of Tb publications with circulations, space rates, mechan 
ical requirements and other data. ‘Thus the Market Data 
Book gives him oa bird’s-eve view of sales potentials 
against which to plot budgets and available media for 
sales promotion. Likewise, he can turn to other sections 
in the MARKET DATA BOOK in order to analyz 
possibilities for the sale of building specialties, hardware 
and all the other products manufactured by his company 
He can locate market and media information in any of the 
hundred different industrial and trade divisions into which 
the MARKET DATA BOOK is broken for detailed and 


spe cific study , 


Is it AMIN wonder that Mr. Dave nport refers to the MAR 
KET DATA BOOK as his “first assistant” when work 


ing on advertising budgets ? 


sc@/ here Business Paper Space Is Boug 


rs 
rim 


WW YORK 
N. 42nd St. 


CHICAGO 
100 E. Ohio St. 


~1THeE Market Data Book 


ATLANTA 
Walton Bldg. 


LOS ANGELES 
Garfield Bldg. 


SAN FRANCISCO 
Russ Bldg. 


= 


CO-MANAGERS 


Burt Cochran (right), rejoins McCann- 

Erickson, Inc., as co-manager with August 

J. Bruhn of the agency's Los Angeles 
office. 


Burt Cochran, formerly with Ben- 
ton & Bowles, New York, and before 
that with J. Stirling Getchell, Inc., 
New York, has rejoined the staff of 
McCann-Erickson, Inc., as co-man- 
ager of the agency's Los Angeles 
office with August J. Bruhn. 

Mi Cochran joined McCann- 
Erickson in 1926, and was named 
manager of the agency's Pacific 
Northwest offices a year later. He 
Was subsequently transferred to 
McCann-Erickson’s Chicago office, 
leaving there in 1939 to become 
service director for Getchell in New 
York 


Wine Shippers 
Launches Ads for 
Colcombet Wines 


New York, April 8.—Using New 


York newspapers, Wine Shippers 


Import Corpora- 
tion launched 
consumer adver- 
tising this week 
CALIFORNIA WINGS ZCI Ith R MOR MORED 
wines produced 
under the French 


COLCOMBET 


name of Col- 
combet With 
expanding distri- 
bution, the news- 
papel campaign 
will be extended 
to additional 
markets, and a 
magazine sched- 
ule is also in the 
offing 
Copy, appea 

ing twice weekly, 
features the Col- 
combet name and explains that “a 
fine selection of northern California 
wines” is being produced under the 
upervision of the owner of the “old 
French wine house” who has estab- 
lished residence in California 


Caeerte Om tm amterce 


The owner of the od 
Trench wine house 
of Cotcombet Treres 
hae now estobiehed 
ha home in Calle 


fn ond tohee pride 


( 


. 
went SHPPLRS meron! CONF 401 CNS! BF 


White-Lowell Company is the 


agency 


Account to Kopmeyer 

Louisville Bedding Company ha 
placed its account with M. R. Kop- 
meyer Advertising Agency, Louis 
ville Business papers and direct 
mail will be used 


Gets N. Y. Casket 


Albert Frank-Guenther Law ha 
been named to handle advertising 
of New York & Brooklyn Casket 
Company. Business papers and 
direct mail will be used. 


..».more than just 
a radio station -- 


a Baltimore 
institution! 


EDWARD PETRY & CO. 
GOING MUTUAL--OCTOBER 1 
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a 
May Raise Ad Fund | F T | ao i" in the a4 G tti P l 
Limits for N. Y. Cities ect ar efon, 2 ey Poe oe gaa e Ing ersona 


Senator George L. Thompson of | ager; E. G. Nickerson, vice-presi- | 


; . c 
ee ee hoe eee ee Hollister as New ee a ee lla In addition to being v.p. at Lennen & Mitchell, Ray Vir Den «s- 
ture to permit any village of the first | Mitchell and William E. Berchtold,| SU™é«s the role of a producer, director and star when the Dutch Treat ( 
class in Nassau County to raise, . or presidents; Charles McCor- | Club presents its annual show in New York. The club is composed 
by taxation, a sum not exceeding Getchell Officers manele weanurer: and Orville H. of top-notchers in the various professions. — Mr. Vir Den, former op; a 
$5,000 a year, and any village of the Sct i. Jr pos atere singer, trombonist, stock broker and leading man of Elsie Janis, } as 
second or third class in the same | Spe See: Se y: been in charge of the skit for the past decade. Tickets to the sh 0I 
county to raise a sum not exceed - New York, April 8.—John V. ° Ie all of which lampoons the high and mighty, are highly prized. . . 
ing $1,500 a year for publicity and | Tarleton, co-founder of J. Stirling Uniontown Dailies Paul M. Hahn, v.p., American Tobacco, was married recently ‘ 
sae “earns se oa amendment ts Getchell, Inc., Under One Management Mrs. Nanette Hogan Wells of New York. . . 
the law which permits any village end oe a The Daily News-Standard, Union- | Ronald Allwork, of Federal Advertising, is looking forward to 


to establish a publicity fund of not 


town, Pa., afternoon paper, and the| marriage to Eleanor Wallace Bloom. The prospective bride is 4g 
more than $1,000 per year. 


Evening Genius and Morning| Junior Leaguer and a student of design. . . 


agency and Paul 


Hollister, with Herald, the latter two formerly pub- Wedding bells rang out recently for Douglas Fox, radio director of 
the New York lished by the Fayette Publishing| the Franklin Bruck agency. The two Foxes are now honeymoon ng 
, company since Company, have been consolidated| jn Florida and for the next few days they'll try to see as much of ‘ 

\ par eeeeeetlaiaeiaiaaiieain last year, has under the management of Union- chi 

j been elected | town ne Inc. Rh mal all . dez 

" ‘ice-preside three are now being published in - 

| COPY! vie-peaaes. © the two plants, itis believed tha TWIN CITY BEAUTY JUDGES UNMASKED ° 

| e aoe ultimately one morning an one _ : a tie 

the most im rtant — oo afternoon paper will be published wey #4 si te as at a 

po the Ra piconet a a a ag a. ‘ i: 
f : , i S. ‘ alkins, who has _ been r 
thing in advertising jhead, and the John Tarleton president of the News-Standard, is st 

| A group of men, ALL of your late J. Stirling | president of Uniontown Newspapers, . 

' executives, should pool their Getchell founded the company a/|Inc., O’Neil Kennedy, News-Stand- un 

| experiences and ideas, their | decade ago. The two were as-|ard editor, is vice-president; C. D. in 

_ needs and hopes, and_ plans, | sociated. before becoming partners, | Harader, secretary - treasurer, and Fri 

| but if they govern the W RIT- } then, with J. Walter Thompson | J. K. Spurgeon, president of Fay- of 

| ING of your advertising it | C any and|¢tte Publishing Company, are treas- Eli 
| will be a dressed-up dude. eee ae |urer and secretary, respectively, of | 

| Good advertising is a one man Lennen & Mit- | the new company. Th 

| job! One, man, competent | -- teal al ——___— a 

| and experienced, must assem- ontro and} 

‘| ble all of the facts about the | management of | FTC Orders Changes by tio 
thing you sell; he must write | J. Stirling Get- Correspondence School cia 
and chisel and rewrite your | @| chell, Inc., it _ Air Conditioning Training Cor- tiv 

/) advertising until - +. it com- | announced, are| poration, Youngstown, O., a heavy As 

|| pels attention, builds and now vested in|user of spot radio in recent years, de 

|| changes opinion; creates likes, | | the principals ac-| has been ordered by the Federal As 

i preferences and beliefs, until |; tively operating | Trade Commission to make drastic ms 

| your advertising SELLS . . Any ano © | changes in its advertising story. 

4) what you sell. That is an the advertising| “According to FTC findings, the ~ 

i obsession here. It is the rea- agency, through | correspondence school represented | - 

hi) son we limit the number of i the purchase of | in radio continuity, advertising lit- ott 

))} our accounts. It is the rea- Paul Hollister common stock! erature and personal selling that 

i) son our clients are satisfied, from the estate| graduates of the course are assured Shown above are three of the 400 girls who responded to a call for models to co! 

H] the reason they find pride of the late Mr. Getchell. ‘of employment in the air condition-| pose for pictures publicizing the Minneapolis Aquatennial Association's big ce! 

% AND profit in our work for | Mr. Tarleton has been vice-presi- | ing and refrigeration industry. Only summer festival July 12-20. The three judges, hiding behind their hats, are FI 

i «them. | | gy snag a ees in rare instances. according to the | Addison Lewis, Addison Lewis & Associates, and Bob Chaney, BBDO, Minnes >} 

( dent of the agency since its incep- ’ 8 . + he PI 

if - , é on “| FTC order, are graduates able to | polis; and George England, Bruce Publishing Company, St. Paul. aby 

OREN ARBOGUST | — ge Ram "a ar ane find employment in the industry. | —————_ bie 

HT APVERTISING ¢ ent, r. Hollister, formerly was | _ — | ; ; ; ; a 

Thirty N. Michigan Ave. [| executive vice-president and pub- Appoints Moss -anaplbio ng as possible—for on April 25 Doug will be inducted into D 
licity director for R. H. Macy ; oes 
CaEcase rsa Bowe and al pe. Banco Py Thomas M. Quinn & Sons, Long Virginia H. Coan, of Young & Rubicam’s forwarding department, 
= : eure Island City, N. Y., funeral director,| ;ecently became Mrs. John Latham Toohey. Her father - in - law is 
a a a a Cle appointed Moss Associates, New John Peter Toohe the writer and ublicist and her husband is with 
Osborn, Inc. York, to handle all advertising. the Sean Gettin = Ren P _* —_— : 
The research division of Amos Parrish will lose a bachelor when ™ 
Frank P. Minnelli gets married to Carol Beatrice Poten. Fiancee is of 
| a Brooklyn gal... \ 
May 10 will be orange blossom day for Paul N. Sehlife, of Elmo W 
a Roper’s staff. The prospective bride is Mary Agnes Kemp of fo 
Brooklyn. . . ho 
D. Donald Rowe, ad manager of Speed Products Company, is en- a 
| 


gaged to Dorothy Rand Phraner, formerly of Brooklyn and now of | M. 
Arlington, Va... a 
Come September, Carl M. Fick, of Huber Hoge & Sons, will shed 
his bachelor robes. He’s planning to marry Shirley S. Stuart, a senio: H 
at Connecticut College. . . 
Lewis Snyder, of Amos Parrish, has been honeymooning with th: 


I 

former Audrey T. Barlow of New York. . . “ 

F. B. Etter, Detroit manager of the New York Times, is improving wl 
after a severe siege of bronchial pneumonia. .. More than 600 mem- ve 
bers and friends of the Advertising Club of Newark, N. J., witnessed we 
the ceremony March 28 in the 
Essex House, Newark, when the 
club conferred the award of WRITES NOVEL 


Newark’s outstanding citizen of 
1940 on Chester I. Barnard, 
president of the New Jersey Bell 
Telephone Company, the fourth 


: to receive the honor bestowed 


\> 


son department: Tom Bright, Jr., 
has joined the editorial staff of 
IS MEASURED BY ITS | Commercial West, Minneapolis, 
J ii } : | of which Tom Bright, Sr., is 
publisher. . . Eugene H. Barling, 
RELIA BILITY Y —— AT THE PLATE, hitters oni aso ot ogee bo os Elizabeth Reeves, radio script editor 
y ; ; as 6Seen —— e . PUDIICITY Knox Reeves Advertising, Minneapo 
“4 look much alike. But the man behind ea of Newark’s annual has blossomed out with a new nov: 
: . “ oe oe outh Week committee for the “A House for Emily,” which is drawing 
the plate, knowing their individual weak- second successive year. The slo- the critics’ praise. She's getting a s 
nesses, signals for the right pitch. To advertisers gan which the youngsters will ond book ready for October publishins 
ling, is “American Youth Salutes Democracy.” . . 
it our business to give the right signals. Pearl Buck, novelist and Pulitzer prize winner, received the citat 
of merit of the Poor Richard Club, Philadelphia, at the Apri 
luncheon. Henry Luce, editor of Time, Life and Fortune, was ‘© 
first recipient. . . Col. K. G. Martin, who for the past several ye * 


who plan on pitching in any of our markets, we make 


a ee - annually since 1937. . . 
OF INFORMATION ~~, ‘This week's like-father-like- 
it Fe S38 ' as 
v.p. in charge of sales for United 
use this year, coined by Mr. Bar- 
Jo H N B L Al R & C O M PA N y | has been head of the merchandising department of the Charles 


Hoyt Company, New York, has been called into active service 
the motor transport service at Camp Lee, Va... 

National Representatives of Radio Stations F. A. Miller, pres. and ed., South Bend Tribune, and Mrs. Mi! 
have returned home after spending part of the winter in St. Pete!s- 
burg, Fla. Charles E. Crockett, secy.-treas. of the newspaper, § d 


CHICAGO NEW YORK DETROIT ST. LOUIS LOS ANGELES SAN FRANCISCO Mrs. Crockett are leaving for a vacation in Burbank, Cal. . . F. ©. 
520 N. Michigan Ave. 341 Madison Ave. New Center Bldg. 349 Paul Brown Bidg. Chamber of Comm. Bldg. 608 Russ Building Ross, refrigeration a.m. for the Westinghouse merchandising divis!0" 
SUPerior 8659 Murray Hill 9-6084 Madison 7889 Chestnut 5688 Prospect 3584 Douglas 3188 and a captain in the infantry reserve, has been given a year’s lee’ 
of absence which he will spend as a member of the faculty of ‘'¢ 
U. S. army infantry school, Ft. Benning, Ga. J. R. Clemens, who | *5 
been in charge of range and water heater advertising, will take « 

Capt. Ross’ work. . . 
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Notables Honor 
Cleveland Ad Club 
on 40th Birthday 


Charter Members, Dean 
of Club's School, Join in 
Celebration 


(Pictures on Page 39) 
Cleveland, April 7.—With two 
charter members and the veteran 
dean of the club’s advertising school 
ynored guests at the two-day 


is 


ceremonies, notables of the adver- 
tising and publication fields paid 
tribute last week-end to the 40th | 
anniversary of the Cleveland Ad- 


vertising Club—the nation’s oldest. 

The special celebration, which got 
under way with a dinner meeting 
in the ballroom of the Hotel Statler 
Friday evening, attracted a galaxy 
of leaders. Among them were 
Elton Johnson, president, and Don 
Thomas, secretary, of the Interna- 


tional Advertising Affiliation; Clem | 


O'Rourke, president of the Interna- 
tional Circulation Managers Asso- 
ciation; Edward M. Martin, execu- 
tive director of the Ohio Newspaper 
Association; Robert J. Izant, presi- 
dent of the Financial Advertisers 
Association; James N. Shryock, 
managing director of the Audit Bu- 
reau of Circulations; John Benson, 
president of the Four A’s, and many 
othe! 

Most distant traveler to help the 


S 


country’s Oldest advertising club 
celebrate another milestone was 
Fred Palmer, president of the 
Phoenix Advertising Club and a 


vice-president of the Pacific Adver- 
ising Clubs Association. Newspa- 
er, magazine and agency guests 

Chicago, New York and other 
es gave the anniversary a coun- 
y-wide aspect. 


+ 


Honor Three Veterans 
Two of the club’s charter mem- 
bers, Clyde Horton, vice-president 
of Fuller & Smith & Ross, Inc., and 
A. H. “Bish” Madigan, president of 


W. N. Gates Company and the real 
founder of the club, won special 
honors at the Saturday noon 


luncheon meeting, as did Charles W 
Mears, dean of the Cleveland 
group’s advertising school since its 
inception. Past President Charles 
H. Kellstadt, only man to have 
served for three consecutive terms, 
presented the trio with honorary 


pins. At least three score members 
who have been with the club 20 
years Or more were on hand, each 
wearing a_ special identification 


Le 


1,400,000 
CUSTOMER-HOUSEWIVES 
EVERY WEEK 


; important group of shop- 


, readers of the only wo- 
man's weekly magazine, are a 
“must” audience for many a 


large and frequent advertiser. 


® NUMBER 12 ne 
of a series of case historie® ; 


Advertiser's Product D . 


ae 


1940 Expenditures in 


Mogozines 0 
ygee 


Average number of insertions 


in each magazine 


INSERTIONS IN 


THE FAMILY CIRCLE / 3 
peer So 


FAMILY CIRCLE 


only woman's weekly 
zine 


New + Chicago -» Son Francisc om 


button, and 11 of the club’s past 
presidents attended. 

John S. McCarrens, vice-presi- 
dent and general manager of the 
Cleveland Plain Dealer, held the 
place of honor at the speakers’ table 


|at the Friday evening celebration. 


Mr. McCarrens, a member of the 
club for the past 28 years, was 


chosen for his loyalty and service 
to the club and to the advertising 
profession. An impressive scroll, in 
testimonial to the high regard of his 
fellow members, was presented to 
Mr. McCarrens by William G. 
Chandler, member of the Scripps 
Howard Newspapers’ advisory 
board, who came from New York 
for the ceremony. He lauded the 
club veteran for his outstanding 
ability, tireless energy and absolute 
integrity, and termed him “the rock 
jof the publishing business through- 
out the United States and Canada.” 
In presenting the scroll, Mr. Chan- 
dler said he was awarding Mr. Mc- 


Carrens an “honorary degree of 
doctor of advertising,’ and testi- 
monial telegrams were read from | 


publishers and association officials 
lauding the guest of honor. 


Buehler Starts Party 


Ceremonies were opened by 
George F. Buehler, president of the 
Cleveland Advertising Club, and 
Louis Seltzer, editor of the Cleve- 
land Press, was chairman, introduc- 
ing many celebrities. Chief speak- 
ers were Carl D. Friebolin, U. S. 
referee in bankruptcy, and Kenneth 
Collins, assistant to the general 
manager of the New York Times. 

Methods of “cry-baby” news- 
papers which are so concerned over 
of advertising to radio were 
frowned upon by Mr. Collins, who 
said that they, in effect, go around 
with tin cups concealed under their 
coats and say “We are the last bul- 
warks of democracy and free enter- 
prise; can’t you give us a little 
help?” Anyone listening to this 
minority school of journalism, he 
said, would think that newspapers 
were in a demoralized condition. If 
this is so, Mr. Collins declared, then 
they represent pretty healthy 
corpse—and he proceeded to dem- 
onstrate with figures. 

Last year, he said, the average 
daily circulation in this country was 


loss 


a 


41,131,000—an increase of 1'2% mil- 
lions over 1939. Over a period of 
time, newspaper circulation has 


increased 47 per cent, compared with 
a 26 per cent increase in population 
“Advertising last year _ totaled 
$1,660,000,000, of which $545,000,- 
000 was in newspapers, $300,- 
000,000 in direct mail and $200,- 
|000,000 in radio,” he declared. “So 
the cry babies of journalism who 
ask for help have no basis in fact. 

“We have been fairly inarticulate 
in the newspaper business. Can 
you imagine great business institu- 


tions relying on word-of-mouth 
advertising in this modern day? 
They couldn't possibly reach an 


effective number of people.” 
Baukhage, Luce Speak 


Saturday sessions of the celebra- 


tion turned far afield, but vital 
| promotion was not lost sight of as 
|speakers discussed European wars 
land democracy’s plight. H. R. 


Baukhage, NBC news commentator 
of Washington, maintained that 
America faces cut-throat competi- 
tion to its finest product, democracy, 
and that this precious commodity 
must be resold. “Renewing democ- 
racy with every new generation 
requires advertising,” he — said 
“There are too many Ph.D.’s today 
who believe they would be no hun- 
grier under communism.” 

Allen L. Billingsley, president of 
Fuller & Smith & Ross, past presi- 
dent of the club and general chair- 
man of the 40th anniversary com- 
mittee, was toastmaster at the final 
Saturday night banquet. The prin- 
cipal speaker, Henry R. Luce, chair- 
man of Time, Inc., warned that 
America has a great stake in China, 
who defending democracy, 
and that she must be given just as 
much help against Japan the 
Allies now fighting in Europe. 

“They have been unable to under- 
stand how we, friends, could 
have armed the Japanese in years 
past,” he said. ““‘We must counteract 
this by a real and practical demon- 
stration, through direct aid now.” 


also is 


as 


as 


Hopkins, Sterling Retire 


— 


RETAIL TRADE BY GEOGRAPHIC REGIONS 


NBC Promotes Woodell 


nem Shirley F. Woodell has _ been 
————— —, appointed sales manager of National 
_# WOMBER OF RETAIL STORES, TOTAL SALMS, AND PAY ROLLS SY GEOGRAPHIC REGIONS Broadcasting Company's _interna- 
== Wotadd trode = United States = 1H0 tional division, succeeding Lunsford 
TRADE-O-GRAPH = > , > P - . i 
= TRAC = leet P. Yandell, who has been trans 
4 B-8,315,562 9 ferred to the Blue network sales 
- Co 517,087 force. Mr. Woodell, who joined 
\ . y\is NBC's international division Jan. 15, 
p.. 1 West xi & was formerly advertising manager 
boy, 188,808 yng = S i we for Packard Motors Export Cor- 
- ’, < A- 8 ; J 
Ce “sag 788 3-4, 138,885 , a? B-10,291,987 poration, Detroit, and Holeproof 
° “72 C= 401,238 A- 364,508/4" C- 1,170,430 ory iC rs <Ee 
a mdba ip, _ Ba, 281c316-y nittal : : Hosiery Company, Milwaukee. 
oo. f7et8e \ | cet,o28,s18° BERS AN 
B~1,427, 54) \ ‘ 
- 146,2 v4 
— he eet Brashear to KMOX 
= 93 Wla " 
an me. Mrs. Ellen Lee Brashear, well 
A= 101,065 a= 199,371 known writer, has been appointed 
- §,¢ 7 . 
Weat Gn "sensvalce “Serine? director of educational programs for 
douth Contral KMOX, St. Louis, succeeding Har- 
- 169,76 . y _ 
- - =. aa ae riet V. Edwards. 
A. . sMumber of Stores Ce 298/418 
Be « + eo os « Sales 
Ce. + « + © © Poy Rolle 
(add 000) 
OfPen Teen’ OF COMMERCE 
———— Source: Bureau of the Census 


Shown on this Federal Bureau of the Census trade-o-graph are the number of 
retail stores, total sales and pay rolls, by regions, comprising retail trade in the 


United States during 1939, with the Middle 


areas far out in front in sales. 


Reach The Young Market 


With years of sales expectancy 


Atlantic and East North Central ahead. The grandmothers who will 


be set on their brand preferences 


E. N. Hopkins, director of public 
relations at Meredith Publishing 


24 years, and D. R. Sterling, gen- | at 304 S. 18th street. The agency r ? a. ore 
eral field manager of Successful | has also become affiliated with the The Cradle (an Service, Ine 
Farming for 19 years, retired | Transamerica Advertising Agency : 

April 1. | Network. (457 N. Kingshighway St. Louis, Mo. 


in 1980 are forming those prefer- 
Driver Agency Moves ences now! Cradle Car reaches 
them ... and persuades them to 


Driver & Co., Omaha advertising 
agency, has moved to new quarters 
Company, Des Moines, for the past/in the penthouse atop the building 


buy your brand. 


ehamee 


abort Mame 


* 


——— oe eee oon 


~HAMME 


a 


RMILL 
OFFSET 


BY THE MAKERS OF HAMMERMILL BOND 


Mame is really a swell model. She has made many a broad- 
side click. But this time Mame wound up in the wastebasket. 
That dull, lifeless paper on which she’s printed killed her 
sparkle and allure. 


Too bad her boss didn’t put the job on Hammermill 
Offset. This paper keeps the printing inks where they belong 
—on the surface of the sheet. 

Jobs on Hammermill Offset have snap and character. 
Halftones take on third-dimensional depth. Colors are bril- 
liant, sparkling. Type is sharp, readable. And the finish is 
alike on both sides. You can print economically, work and 
turn, without objectionable ‘‘show through.” 


See for yourself. Send for new Collection of Commercial 
Specimens on Hammermill Offset: outstanding examples of 
direct mail jobs . . . unusual treatments in layout and design 
...a warehouse of useful new ideas. 


Hammermill Paper Co. 
/ Dept. G, Erie, Pa. 
’ 


Please send me, free, Collection of 
Commercial Specimens on Hammer 


mill Offset. 
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(Attach coupon to, or write on, company letterhead) 


a 


e & at = iE nat ade ee Te eee ae ES ype Od tees ee ae 3 ae Pee. reas Sets a wa fcy oabe ae <a SST Semaiee Ce Sr nel op ye ; YR ge : : - onc. ay Te ae | 
— ee a 4 
ee ee PO Z ; 
= 
| ” 
3 
: - es 
e9 ¢ : | - 3 
“is U Ty ‘ \s " S, 
| on the wr ll oe 
B E fo .% 
ACh «Pe. 
Za a ays , r. 
° eS thee Be. 
oo” a ‘\ * W . aA 
c\ \~ AS ia 
wv 1 ‘ Ps 
J We Zz Oe 
4 » = ms 
| oe 4 a |p. . Bs, >N i as 
ZZ —~ 5 Sy, 7 t } \ 
ss . P > a a . 
~~ ‘Gy \ —— :. da “a 
SS) 2 | | a a 
Sax toegph . 
= = \ pee 
a . | 4 . oid 
___———--_ “ > a \ . 
a , Ei 
es = is x) a 
Ps 7. ae 
' Qer Ves? i 
\ 4 : 
~~, y ‘Se 
__ pl ¥ Pore 
= +S Se P/ 
eS ae OS ~s ! 7 
_ we 8 | 
we «SF 
_ 4 ee “ 
— id 
: 
! 
! 
! ’ 
! 
oa : , = 
s 1 
I = } — = 
ee ! 
. » tt a | 
ere oe steer: ete ak ic gaa ng oe Ma Pe eee is oR ee en ane ee y NS ee “samma 
ee va” JU en ee tl MA ee ee eae ek ee Ge ee ee 
ee: 3 Dh gh in ce gk Ue See eee ae a GRAY epee aate ie ae Te ak. Se a: a Bade hy ores 


ee 


_" 


Oe ae re 


30 


ADVERTISING AGE 


April 14, | 94] 


Discuss Meaning 
of Advertising 
in Book Brief 


Viking Press and N. Y. 
Postmaster Argue Def- 
inition of Term 


New York, April 9.—An interest- 
ing analysis of advertising, its defi- 


nition, history and function, forms | 


a Major portion of a memorandum 
which has been submitted to the 
district court of the United States 
for the southern district of New 
York by the Viking Press, in con- 
nection with a temporary injunction 
sought by Viking against the post- 
master of New York City which 
would prevent him from withhold- 
ing the book rate of postage from 
“Speak Up for Democracy,” a $1 
book written by Edward L. Bernays. 

The New York postmaster has re- 
fused to accept the volume for mail- 
ing at the special book rate, and 
instead has held it mailable only 
at fourth class rates because in- 
cluded in the volume is a list of mo- 
tion pictures and publications, “‘to- 


@ Complete coverage 
of current and back 
issues of trade papers 
and general magazines 


“Using 
for editorial and adver- Trade Paper 
Clippings in 
tising material. Business” 


BACON’S 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 


| proclamation setting 


gether with the price at which they 
may be had.” This portion of the 
book constitutes advertising, accord- 
ing to the New York postmaster, 
and any book containing advertising 
is not acceptable for mailing at the 
special book rate of postage, which 
is substantially less than fourth 
class rates. 

The discussion of just what con- 
stitutes advertising appears in Point 
1 of the brief, which asserts that 
“a book mentioning an article, its 
source and price, can be said to 
lcontain advertising matter only 
when the author or publisher, moti- 
vated by consideration or some 
other tangible interest, is concerned 
with promoting the sale of the 
article.” 


“In 1932,” this portion of the 


| memorandum starts off, “the weekly | 


advertising trade paper ADVERTISING 
AGE conducted a competition for 
the best definition of the word ‘ad- 
vertising.’ The contest was won by 
a definition of advertising as: 
“*The printed, written, spoken, or 
pictured representation of a person, 
product, service, or movement, 
openly sponsored by the advertiser 
and at his expense for the purpose 
of influencing sales, use, votes, or 
| endorsement.’ 
| “This definition was adopted by 
the Columbia Encyclopedia, com- 
| piled and edited at Columbia Uni- 
| versity and published in 1935. 
“The definition is clearly in ac- 
cordance with common usage and 
understanding. To constitute adver- 
| tising the mention of an article 
|must at the very least be made for 
ithe commercial purpose of influenc- 
ing sales of the article.” 


Cites Proclamation 
The promotion of sales has 
always been a prime concept of ad- 
vertising, the brief pointing 
to examples in the history of ad- 


says, 


'vertising, the usage of the term in 


state and federal legislation, and 
even its usage in the Presidential 
up a_ prefer- 
ential postage rate for books. In 
this proclamation books entitled to 


AFFILIATE 


CLEA 


WwW 


OVER 


FROM ‘fir SAN ANTONIO 


TS 
EGS 


4 
MEMBER 


TEXAS 
QUALITY 
NETWORK 


CHANNEL 


oe 


REPRESENTED NATIONALLY 4y EDWARD PETRY&CO 


Be 


| Yorker tell 


CELLOPHANE COPY BRANCHES OUT 


Full-page four color copy in The Saturday Evening Post and Life, as shown above, 
employs not only color photographs but strips and color drawings for the cello- 
phane campaign, in contrast to previous promotion for the DuPont product which 

featured large colored photographs exclusively. 


| 


the preferential rate were restricted 
to those containing ‘“‘no advertising 
matter other than incidental an- 
nouncements of books.” “These an- 
nouncements,” the argument con- 
tinues, “clearly constitute a form of 
advertising as the author or pub- 
lisher has a material interest in 
promoting the sale of the books an- 
nounced. By making this exception 
to the term ‘advertising’ the Presi- 
dent manifestly intended to give the 
term its accepted meaning — the 
promotion of an article in which 
either the author or publisher is 
interested or for the promotion of 
which the author or publisher is 


paid.” 

The brief goes on to point out 
that postal laws contain a specific 
definition of advertisng, and con- 
tinues: 


“That the mention of the source 
where an article can be obtained or 
the price for which it may be had, 
or both, does not ipso facto consti- 
tute advertising is clear... 

Gives Specific Cases 

“In the affidavit of Mr. Bernays 
are mentioned a number of pub- 
lications which include matter list- 
ing the source from which an article 
may be obtained, often with the 
price of the article. To cite here 
but one or two examples, several 
pages in each issue of the news- 
paper PM entitled ‘News in Today's 
Ads,’ tell where various articles can 
be obtained and give the prices and 
source. Several pages in each 
issue of the magazine The New 
where motion pictures 
shown and 
restaurants, night clubs and other 
places of amusement, frequently 
mentioning their specialties and the 


are being 


| prices charged. 


“In neither case is the publisher 
charged the higher advertising rate 
upon these pages. They are not 
considered advertising by the post- 
master, presumably for the reason 
that the publisher obviously re- 
ceives no consideration for men- 
tioning the articles or organizations 
listed on such pages and has no in- 
terest in promoting sales of such 
articles. 

“Presumably for the same reason 
the periodical Cue, which is devoted 
almost entirely to a critical dis- 
cussion of motion pictures, theater 
and other entertainment, stating in 
each case where the entertainment 
may be seen, is not denied a sec- 
ond-class permit because designed 
primarily ‘for advertising  pur- 
poses.’”’ 


ANA Adds Three 


The following have been elected 
to membership in the Association 
of National Advertisers: General 
Baking Company, New York, rep- 
resented by A. Waldron Stone, 
director of advertising; Standard 
Gas Equipment Company, New 
York, represented by Arthur W 
Jones, sales promotion manager; 
Wallace Silversmiths, Wallingford, 
Conn., represented by L. J. Hannah, 
director of sales promotion and 
advertising. 


Westinghouse Moves 

Westinghouse Electric & Mfg. 
Company has moved the advertising 
and sales promotion department of 
the lamp division from New York 
to Bloomfield, N. J. 


refer to} 


March Linage in | 
Advertising Press 


Above 1940 Figure 


Chicago, April 10.— Promotional 
advertising in the advertising trade 
press for March, totaling 251,104 
lines, was well ahead of March 
1940, when 217,420 lines were car- 
ried, but represented a drop from 
February 1941 with its 278,586 lines, 
according to a tabulation released 
here today. 

Newspapers accounted for more | 
than a quarter of the space used | 
during March, their aggregate lin- | 
age of 66,220 constituting 26.4 per | 
cent of the total. Magazines were | 
in second place with a total d 


54,110 lines, or 21.5 per cent, and 
radio was third with 45,038, or 17.9 
per cent. Advertising production 
accounts were fourth, with 21,896 
lines, or 8.7 per cent, and business | 
papers accounted for a total linage | 
of 14,336, or 5.7 per cent. 

The publications upon which this | 
tabulation is based, together with | 
their individual linage records for 
March, are as follows: 


Lines 
ADVERTISING AGE (w) 114,884 
Advertising & Selling 17,682 
Printers’ Ink (w) 31,752 
Printers’ Ink Monthly. 13,860 
Sales Management (sm).. 35,266 


Tide (sm) 37.660 


Worcester Papers 
Honor Staff Members 


More than 600 employes of the 
Worcester Telegram, Evening Ga- 
zette, Sunday Telegram and Station 
WTAG attended a “family party” 
March 30, at which 43 employes 
who have been with the organiza- 
tion 25 years or more were given 
engraved wrist watches, and service 
pins went to more than 400 who 
have been with the organization 
five years or more. 

The watches and pins were pre- 
sented by George F. Booth, editor, 
and Harry G. Stoddard, president. 


‘DeLone to Fawcett 


| Joseph M. DeLone, Jr., formerly 
with the Richard A. Foley Adver- 
tising Agency, Philadelphia, has 
joined Fawcett Publications, New 
York, as Eastern advertising man- 
ager of Fawcett Men’s Group and 
Mechanix Illustrated. 


Guide To 


— 


Cellophane Copy 
Turns to Strips, 
Color Drawings 


New York, April 10.—A wid 
riety of copy devices marks the 
rent cellophane campaign by | | 
duPont de Nemours & Co., in 
trast to previous cellophane p: 
tion which featured large co 
photographs exclusively. 

Full page, four color copy in 
and The Saturday Evening 
scheduled to continue throug 
the year, employs strips and 
drawings in addition to color p} 
graphs, and describes the ad\ 
ages of using cellophane on \ .y;j- 
ous widely - distributed prod 
such as bread, tobacco,, crac 
candy and dried vegetables. 

A distinguishing feature of 


| new campaign is a guide post w 


is included in every insertion. e 
post is marked “Cellophane—yY \y 
Added Value.” Bat en. 
Barton, Durstine & Osborn is he 
agency. 


Washer and Ironer 
Sales Break Records 


Household washer and _ironer 
shipments broke all records in Fi. b- 
ruary, according to Joseph R. Boh- 
nen, executive secretary - treasurer 
of the American Washer and Ironer 
Manufacturers’ Association, C)hi- 
cago. Washers aggregated 155,516. 
an increase of 9.3 per cent over a 
year ago, and 4 per cent over tx 
previous February peak, set in 1937 

Ironer shipments in February 
totaled 11,074 portable models, 
increase of 304.2 per cent over 2,740 
in the same month of 1940, and 
9,418 table models, an increase of 
26.5 per cent over the 7,443 shipped 
in February, 1940. 


OPM Selects Walker 

President A. E. Walker, of th: 
National Supply Company, Pitts- 
burgh, has been appointed co- 
ordinator of the defense contract 
service, Office of Production Man- 
agement, for the Pittsburgh district 
He will have general supervisior 
over a program to encourage and 
facilitate subcontracting in the 
Pittsburgh area. 


GOING PLACES 
a 


‘ 


eve stepped ut night time 
power 500°, 


Over? 


WHK 


CLEVELAND, OHIO 


5000 watt 


NATIONAL REPRESENTATIVES— 
RADIO ADVERTISING CORP 


— 
— 


SMART CONTEST SPONSORS 


Plaza Building 


Play safe and retain the goodwill and continued patronage of 
contestants long after the contest is over by employing the 
most reliable judging service available. 


When any sponsor thinks he can get away with that "Contest- 
ant Be Damned” attitude and ignores their requests for honest 
intelligent and impartial judging of entries, things start to 
happen to both sales and prestige. IT CAN HAPPEN TO YOU 


CONTEST CORPORATION or AMERICA 


“The Official Judging Organization of Contestdom” 
INDIANAPOLIS, INDIANA 
RATES AND DETAILS ON REQUEST 


mt ae i ae - ; sa 4 ~ oe e ‘ im % m 4 ae ne" an *) fd Pome: ‘; 2 ia Poe es Rar al ioe Tg ii . y o: if + ——* erste i Peed “ 7, . x me. oy is . 3 ENG id FS i ns , 45 + 96 at ks 
= = ee FP | 
% ; tier a le x 
ws S| r?¢ | 
. = ‘2 m q : t : , 
fils tax ie ) x i 4 , 
a ' ——) | ae 
* IEP en , 
9 as 
ee é 
4 a ‘ — ee - a Z t 
- = Lee, ms Re 9 ‘ 
a 9 ton Ving ee f s 2 “i ~~ sa J oe tane te e 
- wy 6 - 6. c= 
> ee av t 
4 y » py . Z < 4 #73 ’ f oe 10 aoe eutet re 
= OR wail ae : 
/. ——_—_—_—_————- ' ~y ] 
Bre ae, 
ty Chie, 
ai == ae € 
a ae é 
= | 
o I 
if “a l 
lia C 
es t 
aes ———————— 
seal 
a we C4 sack Issue , 
sad : S t 
< 
- * >» : 
- WRITE 
1OR NEw 
sigh ; ) BOOKLET 
“a a : g 
> . 
fe | 
a ie cs : a a | 
ean ah 
ee 
eS EE SEA TS LE EE RSS gee ce - 
heey  i...@.@.@=—6©—hEmemesesa—eEeEeE n 
me 4 to ; aaa oe Sa EN OM EN DN NS 
ai opens Bete cater ae eee. ce oan ‘ Uy EA SAD 
ite ea \ ee a po aos van 
ets) Se ‘See J : = oes + ~ , 
By i + \ yi \ 
ee < 4 
E> Ne * ll Ale a \: 
ae ie \' & . 4 i iv : eA 
ee Ce DY POD OS 
2 og N )\ Ni / AEN 
ae Bee Lee i j 
. : Sere Sand \ 
“oe ses Bed ' 
FE * an 3 cee Ses 4 : 
bo a acai eens peg } } 1Over nq fre IL. 
r ;. mre: ire rer Ye nq result 
: oo \ 4 al a ! 
soa peat ; \ 
beng: =— . NBC Pe B 
soisepem ree to aN: 
= at lk | ——$—$—$—$—$—$—$————————————— t 
. i, i nes \c 
aie Sees es - i : i i m 
a phy a ee aes ORR RT LT TR RMIT 
. & hee ‘s pow’ 4 x0? ie: m 
‘ | 2 Sree. yhe id" are’ geren® ; 
; ae ’ e Ter? ox ere gare : y 
4 Sac ‘ 4 4 ral ‘ * me Se 
eae Bec ae iste hie ont" 
oe Se a re § Cc ° b 
deh See — and P eats ° astind | 
=. ae ‘s 4 \9 Yor 4ade*” she af 
i He ee : oe bY \or ov \ 
; ee a. Mm yor® cond LOR: I 
. : ag s Let oo $ on 
‘ ° t 
ate 4,9" a. G 
j ee api ge peas eae pecans ae a San Sven to oe wy 
: 7 4 . ‘ i ; ‘ j : dae ie 
* oF : 4 ’ d a ce a ey , ; a ty. § = reks oF x a “ o * — ee <u goer? OVD? SES Ahlers is ea ' oF : : - mE inal ; wl ot a a ae 5 ra ie | 2a “he ¥ 
4 au ‘es ay ey oe te : lh Sl" at eS Os ra sf “fe ps Ge aie . ae 7 eta = ee ni c ss Sad nah a 7" 
= inal y : . a Tae 3 Ma Wires as cg oF Gy eR. “Orit — < <a 4 Re lay teh Fag ka ee oY Oe ee : nts” + oe ae oe Oe ed wes Teh) ee = 9. ate 4 a eS i 


A 


S| | 


April 14, 1941 


ADVERTISING AGE 


31 


Fuller Stresses 
Advertising s Role 
in Annual Report 


ladelphia, April 9.— America 
has facilities “that are sufficient for 
the immense requirements of the 
defense program” largely because 
“the production, flow and consump- 
tie of normal goods has_ been 
stim ulated over the years by adver- 
tisirg,”’ Walter D. Fuller, president 
if e Curtis Publishing Company, 


declared in his annual report to 
stoc|cholders this week. 

Since advertising has been an 
mportant factor in the growth of 


the American standard of living and 
has done much to develop our pres- 
ent industrial capacities for defense, 
so similar ways it will be an 
! tant factor in upholding our 
standard of living through the pres- 
ent critical days,” the report con- 

“Advertising also will be a 
factor during the postwar 
period by stimulating and carrying 
forward a constantly better way of 
life for everyone. 

“There is great need today for 
defense preparation, but because of 
the strategic importance of industry 
it necessary, second only to de- 
fense, that the production of goods 
and services for civilians be main- 
tained at as high a level as possible. 
Such a course can be a principal 
fact in upholding public morale 
Only by such methods can we mini- 

unemployment, provide better 
necomes to workers and thus secure 
a faster turnover of money from 
which may be derived the taxes 
which will pay a considerable part 
of the cost of defense as we go.” 


tinues 


Call Promotion Basic 


The report says that the promo- 
| ogram of the Curtis Pub- 

g Company since 1937 has 
nd only to the work of 


| 
| 


ANIMATE 
YOUR TRADEMARK 


WILL E BAUMER 


DRAMATIZED 
Point-of-Purchase 
Animated Displays 


An unbiased survey showed that 
this display stopped over 75% of 
the passers-by. Built for Will & 
éumer, and romanticizing the his- 
tory of candle-making, this animated 
18-inch figure is doing a real selling 
job. Made of Foamflex and ani- 
mated by Gardner technicians. 
Foamflex, flesh-like rubber, ani- 
mates easily and inexpensively— 
or we can do wonders for your 
trademark in plastique mache, 
Vult *x or any of the plastics. We 
build the whole thing in our own or 
Hilieted factories. AND we supply 
IDEAS. Write, phone or stop in. 


GARDNER DISPLAYS 


477 MELWOOD STREET 
PITTSBURGH, PA. 


16 W. Gist STREET 
NEW YORK, N. Y. 


| institutions. 


the editors” and adds “as a matter 
of fact advertising and sales pro- 
motion are largely the base from 
which much of the progress of 
America has been made in the last 
50 years. 

“It is fortunate, that in critical 
times like these, we in the publish- 
ing business can rely on the great 
fundamentals of our _ profession. 
There is some tranquility in know- 
ing that the principles of promotion 
and advertising and selling are just 


as sound now as they ever have 
been.” 
The gross income of Curtis in 


1940 was $48,998,460 compared with 
$45,117,358 in 1939, and profits in 


1940 were $3,044,643 as against 
$2,021,254 the year previous. The 
increase in profits over 1939 was 


50.6 per cent and in 1940 the profit 
was 8.14 per cent of net sales. 

Net circulation revenue in 1940 
showed an increase of over half a 
million dollars at the same time 
that the circulation of all company 
magazines rose to new all-time 
highs. Advertising revenue con- 
tinued to increase during the year 
and the cost per dollar of 
decreased. 


Charge 3 Medical 
Companies with 
Price Fixing 


Washington, D. C., April 8. — 
Three major pharmaceutical con- 
cerns, Eli Lilly & Co., E. R. Squibb 
& Sons and Sharp & Dohme, Inc., 
were indicted here last week along 
with seven of their executives on 
a charge of unlawfully 
to fix insulin prices 
competition. 

Lilly officers named as defendants 

were Eli Lilly, president; Charles 
J. Lynn, vice-president, and Earl S 
Retter, director of the merchandis- 
ing division. Those from Squibb 
were Carleton H. Palmer, chairman 
of the board, and John F. Anderson, 
vice-president. John S. Zinsser, 
| president, and Eugene Hugh Long, 
vice-president of Sharp & Dohme, 
were also accused. 
The defendants are charged with 
|fixing insulin prices to retailers, 
| wholesalers, hospitals, the federal 
| government, state, county and city 
They are also accused 
of refusing to sell and threatening 
to refuse to sell insulin 
failing to observe fixed 
prices. 

The case is the first growing out 
of the anti-trust division’s inves- 
tigation of the medicine trade 
Mention of resale price maintenance 
‘contracts as a tool of monopoly in 
the indictments is in line with 
opinions expressed by justice offi- 
cials that the Miller-Tydings Act 
should be repealed. 


sales 


conspiring 
and restrain 


to dealers 
fair trade 


Dugdale Heads Atlantic 
Council of Four A’s 


At the annual meeting of the 
Atlantic council of the American 


Association of Advertising Agencies 
held in Philadelphia March 28, 
H. K. Dugdale, executive vice-presi- 
dent of Van Sant, Dugdale & Co., 
was re-elected chairman of the 
board of governors. 

Others re-elected were Norman 
W. Geare, president of Geare-Mars- 
ton, as vice-chairman; John F 
Arndt, president of John Falkner 
Arndt & Co., as secretary-treasurer: 
and Martin E. Goldman of Aitkin- 
Kynett Company, as governor 


A. D. Ring Quits FCC 
Engineering Staff 


Andrew D. Ring has resigned as 
assistant chief engineer of the Fed- 
eral Communications Commission 
to engage in private engineering 
practice. He will be associated in 
Washington with Ralph L. Clark 
who has resigned from. the 
FCC staff. 

Mr. Ring joined the Federal Radio 
Commission July 1, 1929, as senior 


also 


engineer. He has been assistant 
chief engineer for the FCC since 
its establishment in 1934 and ha 


played an important part in many 
of the technical advances of broad- 
casting 


Offers Trade Barrier Bill 

A bill which would set up a com- 
mission to investigate’ interstate 
trade barriers has been introduced 
in the Michigan state senate 


VEL STEPS OUT Patriotic Theme 


for Van Camp's 
to be Continued 


New York, April 3.—With the 
pulling power of its patriotic em- 
blem premium clearly evident, Van 
Camp's, Inc., made plans this week 
to continue the newspaper campaign 
promoting the offer until June. Ap- 
proximately 400 daily newspapers 
and 2,600 weeklies are being used. 

Full-page, four-color copy, the 
second insertion in the campaign, 
appeared last week in The Saturday 
Evening Post, following the an- 
nouncement copy in a March issue 
of Life. Two more magazine in- 
sertions are scheduled for the April 
13 and May 11 issues of the Pacific 


| Wome Are Falling in Love With VEL, 
New Suds to Beautify Silks, Woolens! | 


VEL owe 


Vel, one of the less well-known products 
of Colgate-Palmolive-Peet Company, car- 


ries the double story of “no hand-irritat- san a wo eres 
ing alkali’ and “no wash-bowl scum" to ony : ; . 
consumers via newspapers in selected Using newspapers, Van Camp's 


Chi- first offered a jewelry premium last 
November when consumers were 
given their choice of a variety of 
ornaments. An “outsert,” illustrat- 


Sherman & Marquette, 
cago, is the agency. 


markets. 


Cox, Connet Promoted 


H. Q. Cox, program director, ing the various items, was attached 
KGW-KEX, Portland, Ore., has to the cans of food. The current 
been made assistant manager Of | campaign differs in its offer of a 


the stations in charge of the office 
staff, station promotion and special 
events. Paul Connet, national sales 
manager, has been made commer- 
cial manager in charge of all sales 
activities. out 


single premium, the patriotic pin 
Magazine and newspaper copy 
promoting the pin ties in with the 
upsurge of patriotic feeling through- 
the country by describing the 


emblem as a “fitting sentiment” and 
as “appropriate” to the times. The 
pin, offered in exchange for a cou- 
pon accompanied by a dime and 
three labels, is illustrated. A good 
portion of the magazine insertion is 
given over to the celebration of Van 
Camp’s 80th anniversary this year. 

Calkins & Holden directs the Van 
Camp’s account for Stokely Broth- 
ers & Co. 


WOW Has Birthday 


WOW, Omaha, celebrated its 18th 
birthday April 2. 


CATALOG) 
DIRECT-BY-MAIL 
HOUSE ORGANS 


RAPID COPY SERVICE CO. 
123 N. WACKER DRIVE 
CHICAGO, ILLINOIS 
Telephone STATE 5977 


National 
"Hospital Day 


Twenty-First Annual Observance, May 12, 1941 


When the whole nation pays 
tribute to the hospitals of America 


Spotlighting the Community Health Center 


In the twenty vears which have elapsed) sine 
the founding of National Hospital Day by the 
late Matthew ©, Editor of Hospital 


Management, the idea of setting aside a special 


Foley, 
history. 
day each vear for community inspection of hos 

pital facilities has developed inte an 


OCCHUSTION 


vou 


of national importance. Thousands of hospitals 


all over America ope n their doors and we leome 


well organized 
their 


the citizens of communities for whose 


service these great institutions were established, 


National Hospital 


Dav has thus become the 
greatest single factor ever developed in the im 


provement of hospital-community relations. 


Do vou know your community hospitals ? 
acquainted 


scope of hospital service ? 


but with mechanical 


number of people to whom hospital service is 
constantly available, and has raised the occu 


pancy of hospital beds to the highest point. in 


Are 


with the constantly widened 


Do vou know how 


the hospitals are, not only from 


the standpoint of medical and surgical facilities, 


facilities for power, heat 


ing, laundry, food service and the numerous 


other departments which go to make up the sue 


cessful institution of today ? 


The role played by hospitals in the maintenance 


of public health becomes increasingly important 


7. , an advertiser, 
as the vears go by. The public is hospital-con as 


scious. The growth of scientific knowledge and 


the development of new and valuable equipment 
for diagnosis and treatment makes the hospital 
more than ever a necessity in the successful care 
of the patient. The general adoption of group 


hospital plans has increased by millions the in 


Get Acquainted with Hospitals — Get Acquainted with HOSPITAL 


whether measured in 


or building and modernizing 


\s a citizen, visit vour hospital on May 12. As 


look around and visualize the 


marketing opportunities which they represent 


terms of caring for 10, 


000,000 patients a vear, spending a billion dol 


lars annually for construction and maintenance, 


aS thes are doing 


1ObI ata cost of *100,000,000 


VANAGEMENT! 


Hospital Management 


a The Only 


New York 
330 W. 42nd St. 


Atlanta 
Walton Bldg. 


Chicago 
100 E. Ohio St. 


Portland 
Terminal Sales Bldg. 


{BC-ABP Publication in the Field 


Los Angeles 
1709 W. 8th St. 


San Francisco 


68 Post St. 
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32 ADVERTISING AGE April 14, 194) 
penn one — : = : a 
APRIL ADVERTISING LINAGE IN NATIONAL MAGAZINES 
0 § —1941——,, -——1940—__, | —1941 — a~——194 
Pages Lines Pages Lines | Pages Lines Pages 
GENERAL | Romantie Story (F.) 25.4 10,677 26.5 
*Ace Fiction Group 14.2 3,189 9.8 2,188 | Screenland dae 25.4 10,881 24.4 - 
ews a er American 40.1 17,218 51.7 21,911! Screen Life (F.) , 31.9 13,385 28.6 ’ 
American Boy .. 8.7 5,888 12.5 8,508 | Screen Romances (M. M.) 33 0 14,159 3 1.8 ‘ 
*American Forests 18.8 7,910 15.7 6,580 | *Secrets 6.9 2,955 6.7 
s 8 American Home 66.7 $2,135 73.9 416,679 | Silver Screen 95.4 10,881 23.6 
| n American Legion 9.0 3,857 9.1 +914) True Confessions (F.) 30.2 12,669 32.2 
Arts & Decoration | True Experiences (Mac.) 37.1 15,930 34.1 
(Combined with The Spur) 13.2 8,320 10.9 6,914] True Love & Romance (Mac.) 34.6 14,855 31.7 
r : . : si: 2.3 972 3 538 | True Story - $5.7 23,890 50.7 
| Washington, D. C., April 8.—j| ~ a gt . Coden 808 51 948 : 7 44,695 | Vogue 143 3 90-584 131.8 
| ° ° . P te er omes & sé dens Di. ‘ ‘ 0. | o > er Ove } ,o o 
| Pending determination of policy OF | «Big Seven Group . £8 2 128 10.9 2,436 | Woman's Day 31.9 13,691 26.3 
|rules at the forthcoming investiga-| Loys’ Life 14.5 4.849 18.3 12,462 | Woman's Home Companion 71 7 18,743 73.4 
tion of newspaper ownership of | (hild Life 5.5 2,354 7.5 3,208 | *Your Charm 31.0 13,299 14.3 2 
. . + . ‘hristiz erale 16.1 6,909 17.6 7.565 — = 
radio stations, the Federal Com- Columbin er i 3.9 2,622 26 L789 Total Group 806,659 7 
munications Commission has} (@ysmopolitan 62.9 26,988 66.0 28,304 STANDARD MAGAZINES 
7 adopted the practice of holding in| Country Life 32.9 22,127 47.5 31,904) American Mercury 10.1 1,825 101 
- . ” . . . * > stag . 2 7 Q 9 3.¢ ( P io. , 9g 9° . ar « ” 
Makes lJ Its Mind |its “pending” files all applications ae Il Detective 8 ; pe : é “yo |} Atlantic Monthly 29.2 6.9 1 34 3 
. “lks “ ». a4 ) 2 3.495 Sconveea stor 96 099 : 
| by newspaper interests for FM out-| j.quire (N. ¥. Metro. bd), 69.7 46857 781 52.485 | Farpers aaa 96 7082 343 
> lets. Esquire (National) 62.2 f rile 47,109 - 
. ‘ ° ° ° . G ¢ ‘ 5 ‘ on . Qo ¢ 4 
Early Resists Changes Publishing interests which the | *Extension . 99 8.0 yet rotal Group 19,907 
’ FCC had deemed eligible for FM ce S un at . By: 924 OUTDOOR 
we ‘ y tc P rae ; “te > . fi “or ie é Joe S,Jo aving 8 »mis O44 : 26 
Brand loyalty is of real importance | construction permits before its act- Gooak tain menos a3 9 6 8’ 888 ot yg a4 ; 10 “ + 0 
» ; > acc ‘ . . . or 9 ( "lec w ? e% oV,0 ’ ’ 
z high school gree J + gem ion of March 19, when it ordered | *Grade Teacher, The 21.8 25.2 11,094] 2 ish-Game 19.3 8.295 18.7 
a surve : ; sted amo : : : se Be: ri 6.2 ‘ $e pope ae 2 17 > 
Oo a survey jus comple ed among |. inquiry into newspaper owner- | House Beautiful 84.0 6 1 819 Secedinaes me Sratabenn esa 10017 88.4 
students in 23 colleges. : 4 : House & Garden 72.6 79.0 19,909 “4 ’ : : ; 25.4 10,915 24.4 
( . il ship, are being granted permits ‘Improvement Ere 19 5 29 0) 9349 | National Sportsman = ane + 
ries were *n articles; - ve : OTSIeH. Tare he ‘oag | Nature 9 3,85! 7.6 : 
dueries were on ten articles, foun- | ynon condition that no construction | instructor 22.0 25.3 17,304 on a ieee ao ieees 6n6 
cain pen, camera, film, razor, shav- |), dertake til after the in- | Mechanix Ilustrated 39.3 809 = 33.7 7.599) oer" & + > ner ' 
ing cream, tooth brush, dentifrice, | ye undertaken until after the in concanye . 15 85,90 8.1 39943 | Outdoors 16.5 7,084 15.8 
ee satan * | wactianti Ce ion 4 *Motor Boating 81.5 $5,208 8 ° o fea 207 . ¢ - 
: . “ 5 i é "ea - ‘ rs ‘ 20 R889 17.8 
bath soap, hair tonic, and watch. | vestigation. FCC has announced, | Jo tional Geographic 34.0 S315 42.9 10,208 Cone perce 401 17212 45.7 
383 students answered fountain pen | however, that newspaper interests | yatjon's Business “2% 22704 53.6 22,990] >POF% ¢ i2le o.4 
woe » ¢ . «< ° . = aes egeciaaeet ? ‘ 798 7.5 2197 =i 
questions. 37.1% are using Parker. |which can prove to the Commission Nature Magasin rip aan 124 ~ +4 Total Group 116,590 12 
Sheaffer ranked second with 29.0%: | that they should be allowed to go ae oy: oom Boys ys 4954 «14.0 . ant MAIL ORDER 
‘ steer a ’ aluas a > iat la : *hysical Culture id te nes . 2 2,83 ' 
Waterman third with 10.2%. ahead will be permitted to do so. Popular Mechanics 86.8 19,435 84.3 18,884 a sink ; : “ott 7 
Among the Parker Pen users now A roundup of FCC action to date | ¢popular Publications 16.5 Tes = tS.8 2.911) Mother's Home Life 2.6 1,843 3.4 6 
‘ , ¢ Pt > . nasrenqne _ , P : ce 4 2 607 o1.2 3,706 | * ’ : ” . 
20.3 years of age, 7.0% began using | 0" FM applications from newspaper | Popular Scien -_ ee o : + ee ; 
Parker when they | interests shows that Gordon Gray, | aoe Abide Ede tk 030 «16.4 “a y95 Total Group 7,650 
. . . + scien ¢ Americ: ‘ ove aed 92a . eT ed Pe . 
were less than Winston-Salem, N. . C., has been ‘Street & Smith Comb 14.5 4 948 16.0 3584 . MARCH WEEKLIES fe — =A | 
twelve years of age; granted a construction permit and | *Sunset 37.0 15,775 10.0 17,002 nc ats = B+ : o ag B+ : : 
5.6% started at the is authorized to go ahead now. Six | *Thrilling Group 19.3 ett 9 : a ce Gollier’a — 191.3 120067 1892 1° 
age malue: , : . p ly, ‘ey ; 58.0 38,945 62.5 2,292 | Collier's 91.5 130,067 189.2 . 
age of twelve; 7.0% other applicants, including Evening by va pare “- 5 454 9 s602|Cue ... ee 63.7 27,340 71.2 3 
a yt shed News Association, Detroit; South | py. 6.7 2,791 7.1 2,947| tFamily Circle 65.9 28,270 64.7 2 
“teen, GO. i > : . | ~¢ » 9FR 49 a « “orbes 23.6 106 28.2 
aaa oj fo ne Z Bend Tribune, South Bend, Ind.;} True Detective + yt ‘ 4 ss esi Gs . 24 ‘ 3 aoe + 9 as an 
7 ’ ’ : ‘ | *Vae , i! 33 R2 52,06 iT 21,0° 2.5 “ | 
14.9% at the age of Walker & Downing Radio Corpora- tit ee *Liberty 32.1 13,790 32.3 13,858 
fifteen: 12.1% atthe (tion, Pittsburgh; Baton Rouge Total Group TRE 158 424.921 | xLife 309.8 210,659 202 7 1 
age of sixteen; 17.6% at the age of | Broadcasting Company; and WBNS, WOMEN'S MAGAZINES Look rae Rae =; . ++ a 
‘ | . ‘ , mn 999 Mo » & tadio «3 ade . & ‘ oh ‘ 
seventeen; 9.1% at the age of eigh- _Inc., Columbus; have been issued | @*@lamour a8 16 + 121 8 2266 os he . ke | " 166.6 71,449 100 { 
3.3% : i ousekeep z i 6,25 2 2 266 ewsweek 6.6 i : 
teen; only 13.3% started using construction permits on condition a H = = ; ™ aan 9'814 ee “9173 |New Yorker 199.4 85.755 236.6 10 
sricer ¢s Pe hd YY ro . > , . arpers A ZAA we als ad : ‘ ® 
Parker after they went to college. that no construction will be under- ‘toland’s 164 12.410 17.0 12.832 | Pie sees _ 4d 8082.1 
Add them up: 79.7% are of taken until after the inquiry. | Hollywood (F.) 21.4 13.307 PSH 12,023 | Saturday Evening Post 303 5 205 (24 302.5 05 
the age of Scholastic Maga- |Home Arts Needlecraft 26 1,751 { 3,027 | *Scholastic 22.9 9,853 18.4 8 
r 1 . : abe ‘ 09 7 4 92 5 This Week 12.0 43,225 51.3 
zine readers (12 to 18). Parker Sixty-Day Authorization Household . ae 1s oo 7 - ro | pel 0895 121175 216 ‘2 
has been a consistent adver- Junior League ae ae | we rt ‘United States News, The.. 58.9 25,253 36.1 1 
tiser in Scholastic since 1928 The sixth, the Milwaukee Journal, | Ladies’ Home Journal ane . @ +> 120.4 yo ae ee 
: . ‘ . ager ; ~ate arle avnra P Mademoiselle 61.5 44s : a , 177 
For results—sell yout h— was treated similarly except that it ae _ 5 Baas 783 Total Group 1,183,177 1,0 
through Scholastic. also received special temporary | yodaern Romances OM. M.) 29.8 12,798 50.9 shes ( 
° authorization to operate commer- | Modern Screen (M. M.) 25.1 15,019 $2.1 ” oa Two gate eee ha ails oe 
sricn’e * * > > co m x ‘ rt . . ” 276 oe 9 223 | a) ,uTeSs reo aed iv Ss 
America’s most tale nted high school cially for 60 days its FM_ station, | Metion Picture CF.) 34.0 14,276 28 1 12 ee Sand 
students of 1941 will be selected Th . Movie Story (FL) 0 14,694 31.4 13,188 +? issues 
, ; ; ; . heghs The grant was made subject to any | ~ Ages ; - <9 9 95400 T1232 80.577 x4 issues 1940: 5 issues 1941 
early in April when _ Scholastic ee, | Parents’ (N. Y. Metro, Ed.).. 5920 2 i O77 
. Awards .ia,. |rules which may be adopted by FCC! parents’ (National) 6.5 24,220 65.9 28,26 { issues 1941 
’ Awards juries at it UW i ; . ‘ Phot ! & Movi Mirror (iroup designations: M.M Modern Magazines Mu 
AMERICA’S meet to pick the a — A —— y ‘Mac y ag ys 13.9 18,517 33.7 14,46 Macfadden Women's Group. F Fawcett Women’s Gre 
OUTSTANDING winners in the WGN, Inc., Chicago, and Rock- " seg rebel t diet ee % 017-2878 11.942 | $—-Bereenland Unit 
STUDENTS 17th Annual j|ford Broadcasters, Inc., Rockford, | ~ ; 


Competition s. 
Art, craft and music entries will be 
judged at Carnegie Institute, Pitts- 
burgh. Literary entries will be 
judged in New York. Exhibition of 
national art and craft winners will 
be held in the Gallery of Fine Arts, 
Pittsburgh, during May. Prelimi- 
nary eliminations were held in 11 
spots throughout the country. R. H. 
Macy & Co. having a Greater 
New York exhibition; L. Bamberger 
& Co. having a New Jersey exhibi- 
tion; Wm. H. Block & Co. showing 
Central Indiana work; Sage-Allen & 
Co. for Connecticut; Younkers for 
Des Moines: Robertson's for North- 


ern Indiana; Evansville Evening 
Courier for Southern Indiana; Ed- 
wards for Syracuse, N. Y., etc. 
+ 
Scholastic’s Dress Parade Board 
reports on popular styles in high 
schools throughout 
FASHION America: girls are 
FLASHES wearing soda _ fountain 
pastels jerkins are 
still tops ... plaid sox to 
match skirts and jack- 
ets hand bags in the 
shape of animals. Boys 
are wearing two-tone 
sweaters quash hats 
; plaid bow tics to 
match handkerchief 
heavy studded Western belts blue 
denim prison jackets 
+ 
A lessening of interest in 35 mm 


cameras and greater enthusiasm for 


larger sizes is indicated 
CAMERA in a new photographic 
CHANGES 


survey made among 570 

high students, 
who own 680 cameras. The students 
queried (average 16) take an 
average of 25 pictures each month 
The survey was part of a national 
photographic program for high 
school students started last Sep- 
tember. Each month articles written 
by Mabel Scacheri appear in Scho- 
lastic Magazines and a national con- 
test is part of Scholastic Awards 
New York entries were judged by 
Edward Steichen and Ralph Steiner 


school] 


ge 
age 


© 
staten 


Current ABC ent Scholastic 
Magazines shows 
CIRCULATION 312,152, which 


continues to sup- 


GAIN 
port the claim 


“Largest Circulation in the Youth 
and School Market at Lowest Cost.” 


Ill., had their applications for modi- 
fications of construction permits 
previously granted placed in the 
“nending” file. 

Three other newspaper applica- 
tions, recently filed with FCC for 
the first time, have also been placed 
in the “pending” file. Included are 
those by A. S. Abell Company, 
Baltimore; Mercer Broadcasting 
Company, Trenton; and News Syn- 
dicate Company, New York. 


Advertising in 
Business Papers 
Up 17 Per Cent 


Chicago, April 9.—Advertising in 


business publications zoomed last 
month, scoring gains of 17.08 per 
cent over March, 1940, and 16.81 
per cent over February, 1941. The 
figures, based on reports on 111 


publications, show that advertising 
for the first quarter of 1941 was 13 
per cent ahead of the first quarter 
in 1940 

The 81 publications in the indus- 
trial group topped the list with a 
19.3 per cent gain for March, 1941, 
over the same month last year and 


a 15.31 per cent gain for the first 
quarter of 1941 compared. with 
1940's first three months. Nineteen 


papers in the trade group scored a 
4.7 per cent gain for March, 1941, 
over the same month in 1940 and 
made a gain of 3.6 per cent for the 
first quarter of 1941 compared with 
the first quarter of 1946 

A gain of 20.59 per cent was made 
by 11 papers in the class group for 
March compared with the month in 
1940 and a 9.83 per cent increase for 
the quarte 


Noble to Midland 


William J. Noble. 


form 


‘rly con- 
nected with several Chicazo agen- 
cies, has been named advertising 


manager of Midland Food Products, 
Chicago, which makes 21 food prod- 


ucts, including Meatex, a filler, 
binder and flavoring for ham- 
burgers. 

‘*, F 


agi 
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Magazines Score 
Both Gains and 
Losses for April 


Chicago, April 10.—April women’s 
magazines and March weeklies and | 
semi-monthlies scored linage gains | 
over the previous months in the | 
monthly tabulation of figures com- | 
piled by Publishers’ Information | 
Bureau and analyzed by Apvertis- 
ING AcE this week. 

The general magazine group de- 
clined from a total of 824,921 lines 
for April, 1940, to 782,159 for April, 


| 


1941, while women’s’ magazines 
moved up in the same comparative 
period to 806,659 lines for April, 


1941, as compared with 735,588 lines 
for April, 1940. 
Other groups to lose ground were 


the outdoor magazines, dropping 
from 127,078 lines for the month 
in 1940 to 116,590 for April this 
year, and the small mail order 
group which tapered off from 7,801 
lines last year to 7,650 this year. 
The March weeklies and semi- 
monthlies climbed ahead of the 
weekly total for 1940 by 1,183,177 
lines to 1,055,384. 
Magazines to Feature 
Brentwood Fall Tie-Up 
Brentwood Sportswear Mills, 


Philadelphia, will use insertions in 


Collier's, Esquire, Life and The 
Saturday Evening Post to feature 
the retention of Norman Rockwell 
as color counsel on its fall line of 
sweaters 

Department stores in leading 
cities will be furnished with Rock- 
well original paintings, together 
with a Brentwood display tie-up. 


A preliminary campaign to dealers 
in business papers is planned for 
early release. J. M. Korn & Co., 
Philadelphia, directs the account 


KGGM Appoints Weed 


Station KGGM, Albuquerque, 
N. M., has appointed Weed & Co., 
New York, as its national sales 
representative. 

oh hati See 
z pene 
aeee: - ie é 


Promote J. W. Sweeterman 

John W. Sweeterman, who has 
been with the Dayton Journal- 
Herald for 13 years, has been pro- 
moted to business manager. He 
will centinue national advertis- 
ing manager. 


as 


| 
| 


WMUR Joins NBC Blue 


Station WMUR, Manchester, | 
N. H., has joined the Blue network | 
of National Broadcasting Company. | 
Station WFEA, heretofore the NBC 
Blue outlet in Manchester, on May 
1 will become a Red network sup- 
plementary outlet. 


Kendall Issues Booklet 


Kendall Mills, Walpole, Mass., 
informing the trade of the scope of 
its textile interests by means of 
16-page brochure entitled, “Kendal 


Mills, a Textile Leader.” 
| Davis is advertising manager. 
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PHOTOS 2x 


In lots of 100 or more 


1 se 
mail Send 
Quotations 


actual photos in your catalogs 
photo or 
supplied for 


portfolios 
We do the 
Same low 1 


negative 
any size 


Photo post cards {'2¢ in lots of 1000. 
Window Disp lays 
Commercial Photo, 41 W. 45th St., N. Y. C. 


Enlargements— Transparencies 
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Advertising Response 
With QUANTITY and QUALITY 


Because Advertising Age is the best read advertising journal, 
its advertisers are accustomed to get a fine response from copy 
written to produce direct returns. But it is equally important 
to know that response is from the sort of people the adver- 
tiser would like to do business with. 


As Exhibit A, consider this expression from H. A. Koehler, 
vice president of the Chicago Herald-American. This news- 
paper has been making impressive linage gains, and pub- 
licizing them regularly through Advertising Age. To 
dramatize its fine progress, the Herald-American published 
a full page advertisement in Advertising Age, offering $100 


in prizes for the best estimates on its February linage gains. 


“You want to know if we were satisfied with the way 
Advertising Age produced on our ‘$100 Reward’ page 
which you published for us in February,” wntes Mr. 
Koehler. ‘‘The answer is ‘Yes.’ Definitely. 


‘“We bought space in Advertising Age because we felt it reached the 
of type of individual we wanted to reach. But we were agreebly surprised 
at the response —both the quantity and quality of the response. 


‘We received more letters than we expected, and from agency presidents, agency 
space buyers, advertising managers and other important executives . . . 


‘The contest, small as it was, created a great deal of favorable comment, and 
in addition to those who submitted entries, we know that there are thousands 
of others who read the ad, got the feeling of optimism it expressed and are 
definitely conscious of the fact that things are happening in Chicago.” 


Thanks, Mr. Koehler, for giving us this opportunity to record your experience. 
Hundreds of media and others serving national advertisers and their agencies, 
se ge who want to broadcast the news that “things are happening” in their fields, 
se = are following your good example! 


ely ane = \| 
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Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


100 East Ohio St., Chicago 330 W. 42nd St., New York 


SAN FRANCISCO LOS ANGELES ATLANTA 
Russ Bldg. Garfield Bldg. Walton Bidg. 
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to Open AFA 
Convention 


New York, April 8.—The adver- 
tising “town meeting” scheduled for 
the opening session May 25 at the 
Advertising Federation of Ameri- 
ca’s Boston convention will discuss 
“How Advertising Can Best Serve 
Democracy Today.” 

Speakers who will present their 
views will be Hill Blackett, vice- 
president, Blackett - Sample - Hum- 
mert, Chicago; Carle Conway, 
chairman of the board, Continental 
Can Company; Dr. George H. Gal- 


| 


|competition with 


“Town Meeting” | Roundup of Advertising Promotions in the Test Stage 


Alice Bailey 
Canned Dessert 
Test Launched 


New York, April 10.—A lively 
packaged dessert 


powders may follow on the heels of 


}a new test campaign just started on 


lup, vice-president and director of | 


research, Young & Rubicam; and 
Harford Powel, who is with the U. 
S. Treasury Department in Wash- 
ington in charge of the Baby Bond 
campaign. 


Cooper Quits FCC 

Robert M. Cooper, assistant to the 
general counsel of the Federal Com- 
munications Commission for two 
years, has resigned. He has been 
active in the chain broadcasting 
inquiry and the proposed telegraph 
merger. Mr. Cooper has not re- 
vealed future plans, but will con- 
tinue for the present to handle 
several cases specially assigned to 
him by the Department of Justice. 


AVAILABLE 


As a whole or in part, complete 
West Coast 


Magazine Printing 
Plant 


Palo Alto, Cali- 


located = at 
fornia. 


Principal equipment consists of the 
following: 


Single-Web 64-page Cottrell Ro 
tary Perfecting Press with color 
deck, Selas heat equipped, two 
packer boxes, page size &%& Xx 
11%. 


Single-Web 64-page Cottrell Per 
fecting Press with color deck, 
four packer boxes, completely 
equipped, same page size. 


Rebuilt 40-page Cottrell single 
color Rotary Perfecting press, 
Selas heat equipped, two packer 
boxes, same page size, 


2 Multi-Color Rotary Web 
Presses, Cottrell-McKee, Selas 
Heat equipped, four colors 


front and two colors back, sheet 


size 35x 49 with cut-off 24% x 
35, completely equipped. 
1 Rowe Magazine Trimmer with 
electrical equipment. 
1 Dexter Saddle Stitching Ma 
chine with equipment. 
Miscellaneous equipment for pre- 


paring and curving electrotypes for 
presses, Baling machine, extra parts 
and other items incidental to com- 
plete magazine plant requirements, 


Interested parties write or wire to 


COAST PRINTING CO. 


809 MISSION ST. SAN FRANCISCO, CALIF. 


behalf of Alice Bailey’s ready-to- 
serve, canned desserts. 

The test is being limited, for the 
present, to Wilmington, Del., and 
Norfolk, Va., where women are in- 


ivited, through three-column 168 line 


| copy 


newspaper advertisements, to try 
“A brand-NEW dessert that’s really 
ready to serve!” Chief promotion 
is given to ready-to-serve cocoanut 
custard dessert, but canned choco- 
late pudding and butterscotch pud- 
ding also are mentioned. “Just chill 
the can... open... and you have 
four portions of delicious custard,” 
says. It’s as fresh in flavor 
as if it were made only a few hours 
before, the ad continues, “thanks to 
a marvelous pasteurizing process.” 

Housewives are urged to get the 
product of Ready to Serve Foods, 
Inc., New York, from Wilmington 
and Norfolk grocers. Distribution 
of the new canned dessert, it is said, 
will be accomplished through exist- 
ing facilities of the Kraft Cheese 
Corporation, Chicago. J. Walter 
Thompson, Inc., is the agency. 

No expansion of the test market 
is contemplated, it was reported, 
until results of the present cam- 


paign are weighed, but the product | 


is expected to be popular despite 
competition by established package 
dessert lines. 


START NEWSPAPER TEST 

FOR OLD GLORY ROOT BEER 
Hartford, Conn., April 10.—Mark- 

ing its debut in the bottled soft 

drink Beverages, 


field, Old Glory 


AMERICA 


‘'S THIRST CHOICE 
—— Pas 


ee 


me a he ermine 
th 4OLo 
GLORY esveenons imc 


Inc., today released full-page news- 
paper copy in Hartford as the open- 
ing shot in a test campaign that is 
expected to cover the entire 
shortly. Old Glory Beverages has 
confined itself, for about 20 years, 


135,000 watts isin: 


At night, the highly efficient KWKH directional 
antenna actually radiates 135,000 watts East and 
West into the homes of 425,683 radio families in 13 
States. . . regular listeners of KWKH. 


Figures based on NEW CBS Audit after only 7 months 


of operation by KWKH on 
its increased power of 


50,000 watts-cBS FPA Wy AAP 


A Shreveport Times Station—Represented by the Branham Company 


East | 


MUM IN TUBES 


Ask your druggist today for 


Mum For Men 


A special underarm deodor- 
ant for active, well-groomed 
men — designed for quick, 
smooth, easier application! 


AVOID offending—for protection in 
I every business and social contact — 
guard against underarm odor with Mum 
for Men. Remember—a bath alone is no 
protection. Mum fer Men is quick, safe 
and sure—and specially designed for 
smooth, easy application. A quick dab 
under each arm- 30 seconds to use- and 
your bath freshness is safe all day -and 
without stopping perspiration. Harmiess 
to shirts — won't writate your skin. See 
your druggist 


Ger MUM ror MEN Zidey/ 


First of the weekly insertions planned 
for ‘Mum for Men" is shown here, with 
the 154-line newspaper copy appearing 
in cities as far west as Columbus. The 
new tube, copy for the Bristol-Myers 
Company product declares, is designed 
for quick, smooth, easier application. 
Pedlar & Ryan, Inc., New York, is the 
agency. 


to the sale of its product in bulk 
for fountain sales. 

Initial efforts in behalf of Old 
Glory root beer will feature a pre- 
|mium offer with bottle caps consti- 
tuting the medium of exchange. A 


folder pictures premiums which 
range from silverware to roller 
skates. In addition, opening copy 


will invite consumers to accept their 
first 12-ounce bottle of Old Glory 
| root beer free of charge. Dealers 
|will be paid the full five-cent re- 
tail price for each bottle handed 
out. 

“America’s Thirst Choice,” the 
Old Glory slogan, will be used 
throughout the campaign. Follow- 
ing the Hartford debut, distribution 
will be extended to cities extend- 
| ing from New England to Virginia 
jand as far west as Ohio. H. A. 
Salzman, Inc., is the agency in 
| charge. 


LIPTON OPENS NEW 


_PROMOTION IN EAST 


| Hartford, Conn., April 8.—Lim- 
| ited for the time being to the Hart- 


ford market, Lipton’s tea has 
started a new promotion offering 
its tea in a special one-cent sale. 


|Consumers in Hartford and vicinity 


| 


ia one-quarter pound 


offered for an extra cent. 

| The cartoon technique used in the 
|}copy is similar to that currently 
|being used for Continental noodle 


I SALE 


ON LIPTON S TEA 


~ 


ui #C 
PT Om 1? 


me 
mower! 


® \ 


soup mix, soup in an envelope 
(ADVERTISING Ace, March 17) which 
is “made by the Lipton Tea people.” 

Both Lipton’s and its subsidiary 
Continental’s account are handled 
by Young & Rubicam. 


“BOOST.” NEW HORLICK 


/PRODUCT, MAKES DEBUT 


Chicago, April 7.—A newcomer in 
the food-drink field, Horlick’s vita- 
min-rich “Boost,” is making its 
| bow in the Chicago and Cincinnati 
|areas—with plenty of boosting over 
the radio, from that fictional tower 
jof strength, Superman. 

This new product of Horlick’s 
'Malted Milk Corporation, Racine, 


| Wis., has a pleasant malty flavor 


and an impressive list of vitamins 


|'—A, B,;, D and G—and its manu- 


facturer claims that the use of only 
three tablespoons of Boost a day, 
when mixed with milk, assures 
even adults of their minimum daily 
vitamin requirements. Superman’s 
exploits in behalf of Boost are cur- 
rently being aired over Stations 
WGN, Chicago, and WLW, Cincin- 
nati. Grocery channels are being 
used in distributing the new choco- 
late food drink. Boost comes in 
powdered form and is packaged in 
one-half and full pound tins. 

Erwin, Wasey & Co. handles the 
account. 


POST TOASTIES GIANT 
ECONOMY SIZE PUSHED 
New York, April 7.—General 


Post Toasties is getting the benefit 
of large-space announcements in 
newspapers, with distribution sched- 
uled in key markets throughout the 
United States. 


Copy, as shown in the Toledo 


Jis/Uu7/ POST TOASTIES 
GIANT ECONOMY SIZE 


Te Ow 
\ CORN FLAKES 
CONTAINING 


= 8 


has 


Blade, stresses the economy of the 
big package and the product’s virtue 
jas “the only corn flakes containing 
| Vitamin B,.” A _ large 
;}ment is scheduled for each city as 
the brand new package is placed on 
sale, and the campaign represents 
|General Food’s drive for a major 
|share of business during the new 
cold cereal season. 
Benton & Bowles is the agency. 


Helbros to Ray-Hirsch 


Helbros Watch Company, New 
| York, has appointed Ray-Hirsch 
| Company, New York, to handle its 
|}account. Plans 


‘Brockway Appoints 
Fuller & Smith & Ross, Cleveland, 
been named to handle advertis- 


|ing of Brockway Glass Company, 


} 
| 
| 


Brockway, Pa. 
will be used on behalf of the com- 
pany’s Sani-Glas prescription ware. 


Knothe Appoints 

Knothe Brothers, New York, has 
appointed O’Dea, Sheldon & Cana- 
day, New York, to handle advertis- 
ing for its line of men’s furnishings. 


ee | 


FM Network Group 
Opens New Offices 


Food Corporation’s new giant-sized | 


advertise- | 


sas S include magazine, | 
are urged to buy a one-half pound | cooperative newspaper and business 
package at the featured price, with | paper advertising and direct mail. 
package | —_—_ 


Drug trade papers | 


in New York City 


| New York, April 10.—Develo 

|ment of frequency modulation as g 
new broadcast service was further 

| advanced this week when Aneri- 


jcan Network, Inc., opened offices 
here to continue research irk 
with the eventual goal of a <oast 
to coast FM network. 

Organized by a group of 45 Fy 
licensees last week, American Net. 
work is an outgrowth of the Fy 


Program Research Committee of 


FM Broadcasters, Inc., which has 
explored the possibilities of nat ona] 
FM operation. Jack Latham, who 


headed the committee, will be ip 


charge of the new offices at 60 ast 
42nd _ street. John Shepard, III. 
president of Yankee and Colvcnia] 
Networks, is chairman of the bard 
of directors. 

Seven new applications for Fy 
transmitters were submitted to the 
FCC this week, bringing to 58 the 
number of applications now prnd- 


ing. Since last fall the FCC has 
approved 44 stations, of which ‘our 
are now operating on a comme: cial 
basis. 

Action on a number of other sta- 
‘tions is being held up pending the 
|hearings by the FCC on newspa)per- 
owned radio stations. No construc- 
tion work can be undertaken by 
newspaper-FM groups until a(ter 
the hearings, for which no date has 
yet been assigned. 


Flinker Expands 

The Flinker Ink Divider Com- 
pany, Cincinnati, has moved into a 
larger plant, replacing all old ma- 
chinery with new. 


Hotel to J. M. Korn 


Shelborne Hotel, Miami 
has appointed J. M. 


Beach, 


Korn & Co., 
Philadelphia, as advertising counsel, 


The Pioneer Voice of Kansas 


Mt 


WICHITA 
Kay Pyle, Con. Meo 


| 
| 


5000 Watts - Dial 1050 


promises. 


increasing our productivity. 
accuracy. 


LETTERS e DUPLICATING 


FIVE FACTORS 


to consider in selecting a... 


DIRECT MAIL SERVICE 
ORGANIZATION 


1. ABILITY TO PRODUCE QUALITY. 
lay claim to all the top-flight jobs, but we co= 
testify that we don’t do any of the bad ones! 


2. SERVICE. We're geared to handle your requirements promptly and e! 
ciently—and it takes a rare combination he 

3. PRICE. Our philosophy is that the lowest price enabling us to pay © 
bills and show a modest net is the price best for us as well as for yo 

4. EFFICIENCY. The money we've “ploughed back’ has brought equipme 

Our staff is well schooled in efficiency 


5. SINCERE AND INTELLIGENT COOPERATION. 
sound ideas to suggest to you and a thorough knowledge of direct mo 
principles, production, paper, lists, postal matters, etc., for you to draw o* 


THE RYLANDER COMPANY 


19 South Wells Street—FRAnklin 5954 


We can 


catastrophes to break © 


By that we mean hevi 


. PRINTING ° MAILIN 
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(Continued from Page 1) 


Consumer Reactions 


Huber Hoge, 64, 
N. Y. Agency 


the Western 
Association, died here. 


general manager of 
| Newspaper 


FREDERIC W. WILE 


to Grade Labeled Founder, Dies | Washington, April 8.—Frederic 
; William Wile, 68, newspaperman 
. New York, April 8.—Huber Hoge,/ and author, died here yesterday 
Foods Bein Tested }an advertising man for 30 years and | after a long illness. A son, Fred- 
g founder and senior partner of/erie William Wile II, is with the 

Huber Hoge & Sons, died here last 


radio department of Young & Rubi- 


weekend after a week's illness. He| eam, New York. 
chapter of the American Associa- | Was 64 years old. | 
tion of University Women. Five| Born in New York and educated 
z hovel 1 ME glycerin Py Bonga te hedge :| BRENTON C. POMEROY 
;—— {other stores will join Gimbel’s in |!n England, where he spent most of | 


The rates for this department are as 


follows: 


> ~. Aiace J *  —_— ‘en. 
rip Wanted,” “Positions Wanted, ” “Representatives Wanted.” ana |the experiment in a few weeks. In his youth, Mr. Hoge entered the I ittsfe Id, aass., April i “ n 
“Representatives Available,” 30 cents a’ line, minimum charge $1. ‘Terms addition to being given information | advertising business soon after his ton Crane Pomeroy, #8, president 
cash with order. . ; |in the stores, consumers who pur-|return to this city. He became of the Byron Weston Paper Com- 
Ail other classifications (single insertion rates): % in., $2.75; 1 to 3 in., | 7 le .. : Z yanv of Dalton. died April 3 after 
$4.75 per inch. | chase grade labeled products will be | Vice-president of Frank Seaman, | P&n} ay . “" Pian 
| . . - F " ve . , ~1¢ y >sS. 
| followed up by personal interview |Inc., where he planned campaigns |@ long illness 
. > , , later for American Tobacco Company sm 
| HELP WANTED __ POSITIONS WANTED _ | later. or 4 é Acc pany, | 
) Editor _Established 16 year old food | Executive Salesman—t2 yrs., married, Liggett & Myers Tobacco Company, CHARLES PF. STEVENS 
| rade a per. real c hance for _man prote sant, avatinnes 2 EE ety U. S. Grade A | Nettleton shoes, Old Dutch cleanser Danbury, Conn., April 7.—The 
' siving experience, age, qualifications, pe en and —~ handising plans ~~ Only canned goods packed under | @"4 other outstanding advertisers. funeral of Charles F. Stevens, pub- 
de j}advertisers and agencies Successful | . © S < ¢ . > . »y | sla nen . neonm : — 
ox $392, ADVERTISING AGE, Chgo. | record bears strictest investigation. |“continuous factory inspection” are In 1919 Mr. Hoge founded Huber | lisher of the Danbury News-Times, 
= —— | Would like Chicago territory connec- lbeing used in the surveys. since Hoge, Inc., here, with a Canadian |was held here yesterday. Members 
RE PRE Ss ON TA’ TIV Ez w AN TED _ Con . — P u A. t / AT oe oro ane r “ si Ss, § cae branch, and in 1931 became a vice- of the Connecticut circuit of the 
Rapidly growing monthly industrial “S°O° : PSUS CLEESE. moaerar }only these are privileged to bear -eside f Hanff-Metzger — Pees eteienes ‘aii name ary 
g » desires contact Publisher's = ing ac ount against commission grade labels with the prefix “U.S a ere ent o anf etzger, Inc.,| Associated Press acted as honorary 
ee See few England | Box 3330, ADVERTISING AGE, Chgo. | 8T% é : : ' ater ch: ‘ts name s eetie 
ono pn Oy decease oe |= - = = |All canners whose products meet which late : changed its , name to | bearers. 
, state: ev ae nt a OFFICES FOR RENT ie ‘ , - gehen Buchanan & Co. He retired from 
ested about sales staff, territory | . |Grade A re ements, for e le : . 
nd ty f books now 1 Kiss Commuting and Parking Worries |” — SOQUESSMCNS, SOF CKAMPse, business in 1936, but two year 
y were an rpes o ~0kKs ow rep-/ . £ *SS JOO, rears 
, eed te onda ntial. . Goodbye! 7 room suite offices avail- jare allowed to label their goods ‘ ended his retirement to found 
4 Rox i, ADVE RTISING AGE, N. Y.| able to publication or agency in con-|#«G rade A.” but those si d enaed nis retiremen oO Toun¢ 
I : 5 un ¢ rade ‘ u 10se signe up 7 . 
: oe = ————= | verted residence at 7720 Sheridan under inspection service are per-|2 2¢W agency, Huber Hoge & Sons, 
POS TIONS w AN TED | Road Downstairs office now occu- y specti« § fice ar an ‘ _ . , | 
r = pied by trade publication. Get away itted to advertise “U.S. Grade _ | W ith John and Cecil Hoge. Phe | 
l You Can Use a 3-4 Mant | Poot, parking and commuting wor- |< negght-nahenag 7S. Mbade 4s. lagency will continue to function | 
| Univ. srad. desires adv. connection. | ries, Available immediately. Contact| The six plants operating under |“S°n°y |W 
Excellent foothold in adv. having |pitjePpHONE ENGINEER PUBLISH . ee a a edie te under their leadership. 
. wned monthly publ. Prod. and pro-| ING CORP., Chicago. Phone Rogers re ae Sapeenen Savon OS Se) aay Hoge was a firm believer in | 
‘ tier : xp. Paige. to learn more. | par, 3040 ; : : Agricultural Marketing Service are | € orn ind empha ized this phase 
Mav ear from you? ~ . ~ ‘searc ‘ - asize Ss ase 
ERT a Chen | Sa — cif *k hs 1 yvale, eit hee 
a Ox |, ADVERTISING AGE, ¢ neo. ADVERTISING AGENCIES ‘Schuck & ge cero “acd be of promotion before it was generally 
-ETENT |e Fy ———— | > ates Pr cts r , ; . 
- Ge man; Si, Maeriod: meade ceed a4 Obtain NCREASE YOUR SAR jose, Cal. Chesrs | inn adopted by agencies. He directed IPE 
s Os . y . . ‘tain agents, sales nh, strib yrs, | Sé se. al.; sTTy 7ers, | a ee 
y rti x manager for small manu- | mail nen Te me ies pom ade ett - . ; 43 | the advertising for many real RADIO RE 
4 facturer, and copy-contact for me-| jewspaper Rapp aig athe “| Ine., Traverse City, Mich.; Curtice Reb ee “tg 
Y gage o> 2 ne sitet pct nti spapers, magazines. Small adver- | - >. estate organizations, including 
S ina . r he an lea us nek’ ay | tisers welcome. Brothers Company, Rochester, N. Y.; Tudor City, for which h igi. ; ? 
Ss anne yrepare ayouts and copy, TIS . SEeNCY * , ~ ae ites . or . or ric e origi- ‘ $s 
nd handled production details for ali| ™ ae ka ADVERTISING AGENCY | Plorida Fruit Canners, Inc., Frost- fee . wae § Placing spot busine 
fimary forms of national general 1G ake = eh oon York proof, Fla.; and Wegner Canning 1ated the “Walk to Work” cam- bh dio station 
in we patie: , stablishec 923 9 ad., « « F Cod the ra 
iver ing from magazine ads to _ | , m - paign. Choose 
uwkages and counter merchandising | > — = anes |Corporation, Eustis, Fla. 
sp be mm aredes pig ee in| —__ BUSINESS SERVICES oni +r canners are being added to Among outstanding accounts di- which gives you complete 
ist advertising; excellent refer- | PICTORIAL IDEAS FOR CAMPAIGNS JUSS CONNECTS SIC , dager rected by Mr. Hoge’s first agency d offers in 
" ; tarting salary moderate: ini- 20,000 historical photoprints any | this list, but their products will not ne Int ssieuioiae 1 Silver Cc seein coverage, 4n 
] a) oO ; oO » ¢ ov s rject stries, ades, e » s tid eile x . ~ | rere ern ons . rer omps y, - 
? epls : I opt "eoulaentla! ‘ eade tae Dramat 1c, ‘odd, informat ive Reaquent reach the market for some time. |Remington Rand, Ine., Dicta wh addition the most attrac 
\- ith ads of responsibility desired | oe bulletin—-approvals Agricultural Marketing Service re- Corporation ‘Tangee lipstick ind bination of pro- 
t a assio . considered settm: Are e, eto istor Sen 7 eager ate... Teese a i " i - stic ‘ . i 
Rok IS ADVERTISING AGI Ny, [and Research, 218 East ssth Street, {quirements for acceptance under Hood tires. Other accounts ob wavlbige Con 
- , ———— | New York City this plan are rigid. Accepted plants | iiaed on weteemell é “ oat § grams and rate. In Co 
Experiences Maven AL YS a advertis- | X@UR SALES PROMOTIONAL MA-/ must be scrupulously sanitary and | a Cees Merve t's Major Market, 
ing, market and sales research, with | (fit) house organs, planned, | pre. equipped to turn out top-grade|™M*. Hoge during his long career necticut $ 
h, nitiative, enthusiasm and capacity | 9 rine tage Menten ” 5 ely omersyes | . . “ : included Pepsi-Cola Company, Lig- WDRC fits this descrip- 
), for growth, at present in national| samples. Edward Edelsiein, 201 N | O° C@UCs: gett Drug Company, and Corona 
‘1, mer goods industry, seeks Op-| Wells & Randolph 8884, Chicago. om se tion perfectly. 
nity as ADVERTISING MAN- |" ‘ , Canners Foot Cost | typewriters, 
— \ of a small growing concern, | ear | a 
oe Waaneesr oe ae ee ets Canners pay the cost of the ‘HENRY EDWIN SEVER TicuT 
Manager of a large concern.| BAIRDSET ADS OUTPUL L PUB-| 4 ‘ ee 5 FOR CONNEC 
in adorable but ee wife,| lisher set ads by 25° 8 year check inspection service, Inspectors in Chic 1go April 10 Sent Ed BASIC CBS 
a commensurate salary and prom-| proves. Type ruler with your first or- i . , . rate — i » 4 ; entry Badwin 
+ os oe is important. 32, gentile.| der. Clean proofs fast day and night the employ of AMS watch ges Sever, 74, former president of the 
33, ADVERTISING AGE, N. Y. | BAIRD. IS Kk. Kinzie, WHI, 4347, Chgo. | step in processing and canning, and Rivera! . arte - es 
: i rage ,| Riverside Publishing Company and 
jare on constant duty when the : | 
F ; are operation. he cost 
i Albuquerque Account plants are in operation. T 


;to canners for this inspection serv- 
| ice, according to Miss Edwards, 
j}amounts only to between .0002 and 
.0004 cent per can. In some cases, 
economies effected as a result of 


The Albuquerque, N. M., Civic Auto Crash 
Council has appointed Babcock & | 1 ad 
Borough, Albuquerque, to handle a Stills Lone 
municipal advertising campaign for oa . 
permanent or semi-permanent resi- Ranger Ss Voice 


SALES DOUBLED 


dents of good quality. Preparations |the inspection more than pay the | WHEN ADVERTISING WAS RE- ALLOCATED 
are being made for a national cam-| Detroit, April 8—The sudden | cost of the service, she said. 
paign which will include a 24-page |death of Earle W. Graser, early | Started as an experiment about A manufacturer of a well-known drua Then a comple -ailocation of all 
booklet in four colors. today, stilled one la year ago, the inspection service | tore product had f wed the same imer dcastiak 1 was made. Each 
lof the most lis now being eagerly sought by | sdvertising policies for years. Publ wholesale drug trading territory wa 
Adds Hotel Acc Account ‘famous radio | canners. It is expected that over| demand for me pr juct was pper ynalyzed. Population wa ndjusted for 
Hotel Drake, New York, has ap-|yoices and be- 5,000,000 cases will be so packed in ree tea form. ner gable ae Dis- buying p = A “yardstick” was de 
se O. W. McKennee Company, | jatedly revealed 1941, more than double the 1940) (">Ulicn was we. esian' “4. as ae d — sei a at 
> se , ‘ : ” res = . 2 1 vas heavily advertised. exper ures. : yardsti - 
ee ce ee fae ey <0 — 5 — — be lems aa Yet the ratio of sales to advertising vided thet a specified number of cents, 
all but a_ select | broadening the service are aimed at | Gepandiess wes Gash tes few per month, per 1,000 adjusted popula. 
few—as the increasing the list of products. Only | Each ; a , 4 Hien, should be spent for ania 
| “Lone Ranger” i|Curtice, of the six original packers | he Bs of Pie ai potcrig Aes ‘ sdvertisina. 
jof the popular lincluded, cans vegetables. The! 4). .me territories  & * ned the  Reells were tmediste. Willie 2 
radio serial. others handle only fruits or fruit biccest sales the previous veer, in years sales hed doubled. 
Graser was . juices. ther words this firm's original adve The same advertising “yardstick” has 
killed when his a " One possible handicap to expan- tising experience was being repeated been applied are 
la utomobile sion may be that shipment of vast year after year, although relative sale ther prod +h 
50 | struck a parked Earle Graser |stores of food products to Europe me 
,truck-trailer in Farmington just May require the service of the! 
—_ ‘outside Detroit, as he was on his |inspectors in other work. Agricul- 
oe ;way home from his broadcast, | tural colleges are turning out grad- | 
which originates in the studios of |uates equipped to step into inspec- 


INC. 


|wheel. Graser, in the role of a 


and New Zealand. 
Tragic death of the radio 
came just as it was being announced 


hero | 


jnow has grades for 40 canned com- 


| “Choice” or “Standard.” Require- 
ments for these grades must be met 
by canners under penalty of facing 


WXYZ, Detroit. Police believe the | tors’ jobs, however, and this source 

32-year-old native of Kitchener,|of man power probably will be 

Ont., who had avidly promoted _ tapped. 

traffic safety on the program heard | Varied Grades 

by more than 20,000,000 listeners, Measure sales potentials. 
COLLINS had accidentally fallen asleep at the The Department of Agriculture 


Re-allocate advertising in 


Western Robin Hood who brought modities, ranging from carrots to eceordence with these new 
MILLER & |marauders and killers to justice, | catchup, and from okra to olives. potentials. 

|was Public Hero No. 1 to millions |Camners can use either the U. S. 

of children in this country and|s8rades_ or those established by 
HUTCHINGS. abroad. His famed battle cry of | themselves. Besides A, B and Cc 

“Hi-Yo Silver!” was heard through |8™ades, products can be identified 

| transerigtions in Canada, Australia|@S “Fancy,” “Extra Standard, 


Practical Research Builds Sales 


‘pre ce ; : 7 mislabeling charges filed by the Facts collected from your market are the only safe basis for advertising and sell- 

that General Mills, Inc., would be- Food and Drug Administration. ing policies. Those facts should be gathered, analyzed and interpreted by a 

come the new sponsor of the pro- | practical market analyst. 

gram, starting May 5, over Station | . We offer the benefit of 13 years of marketing research experience on many of 

| WOR and 42 others of the MBS net. Kearney Appointed the most famous food, drug, grocery and household equipment items in America. 

The original Lone Ranger voice of| waynard S. Kearney, formerly Merchandising promotions and advertising campaigns. Con- 
PHOTO-ENGRAVERS ‘with 1 


IN CHICAGO 


the serial, Brace Beemer, has re- 
sumed the role. While serving as 
narrator for the program he has 


loperated his own advertising cents, Taw Fark, Ser we Cee 

paenew aasute om adio | Michigan and western Pennsyl- Marketing Research and Merchandising 
agency, serving a number of radio | vania territory. He succeeds Roger 4 , : 
accounts. Patterson, resigned. 540 North Michigan Ave., Chicago « Whitehall 7710 


with the Chicago office of McGraw- 
Hill Publishing Company, has been 
appointed representative of Pencil 


sumer and dealer surveys. Radio Surveys. Sales Promotion Plans. 


C.C. CHAPELLE 
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Kellogg to Release 
All-Bran Copy to 
500 Newspapers 


New York, April 9.—Following 
initial announcements of improved 
All-Bran cereal in several markets, 
Kellogg Company will release its 
spring campaign next week to ap- 
proximately 500 newspapers)|sumer 
throughout the country. The drive 
will continue through May. 

Described the product of a 
special wheat, the new All-Bran is 
hailed as “doubly delicious.” The 


Price Stabilizing 
Agency Set Up 
by President 


goods and commodities 
limited supply.” | 

A price administration committee 
within OPA will include Secretaries | 
Morgenthau and Wickard, Federal 


as 


Loan Administrator Jesse Jones, 
caption on one insertion, scheduled | fFeqeral Trade Commission Chair- | 
for release soon, reads, “See it! | man Charles H. March, Tariff Com- | 
Taste it! It’s now doubly delicious! | mission Chairman Raymond B. 
The lighter, crisper, ‘golden soft’ | 


Stevens, and William Knudsen and 
Sidney Hillman of OPM. 

| The order made no mention of 
Harriet Elliott’s Consumer Division 
of OPM, nor did President Roose- 
velt mention this division at his 
press conference today. It is pre- 
sumed that Miss Elliott’s work will 
be taken over by OPA and that her | 


RLD’S BIGGEST COTTON MARKET - will go over to OPA. 


Kellogg’s All-Bran.” 

Throughout the copy, emphasis is 
on the lightness and crispness of 
the improved cereal and its sim- 
ilarity to “shreds of gold” in ap- 
pearance. Kenyon & Eckhardt is 
the agency. 


Advertising Affected 


| Powers granted to OPA are| 
almost as broad as those enjoyed by 
| the old War Industries Board. Price 
|control over many non - defense 
| products is anticipated, with a con- 
sequent broad effect on advertising. 
The order even hints that priorities 
'may be established for civilian 
commodities of defense importance. 
Under OPM, prices have been 
fixed only on a few defense ma- 
terials, such as scrap metal. Ex- 
pansion of governmental price con- 
| trol has long been indicated, how- 
ever. Mr. Henderson’s choice as 
OPA Administrator was also ex- 
pected, for he has been the Presi- 
| dent’s chief price authority for some 


Cotton is the mainstay of the South's 
prosperity and Memphis ts the largest spot years. 
cotton market in the world. Sales in Mem- | 
phis exceed the combined sales of all spot | 


markets in America Names oO. S. Tyson 


THE COMMERCIAL APPEAL Pig me gg mye om ap 
| New York, maker of industrial min- 
MEMPHIS PRESS-SCIMITAR 


erals and chemicals, has named 
Scripps-Howard Newspapers 


O. S. Tyson, New York, as advertis- 
|ing agent. Business papers will be | 
| used. 


(Continued from Page 1) 


THE HERALD-JOURNAL is read 
every day by more than 50,000 
of the 53,000 Syracuse families. 


PLUS — 50,000 more families in 
the rich, concentrated Central 
New York Market. 


THE SYRACUSE 


COVERS CENTRAL NEW YORK AT ONE LOW COST 


Consult your Paul Block representative 


THIS WEEK 


Index of Retail Activity in 


83 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
% Gain % Gain 
14-Week 14-Week 14-Week or Loss” or Loss 
Period Period Period 1941 1941 Week Week —% Gait 
Ended Ended Ended over over Ended Ended or 
April 8, 1939 April 6, 1940 April 5, 1941 1939 1940 April 6, 1940 April 5, 1941 Loss 
Te a ~ 2,629,753 2,455,262 2,580,841 | m +5.1 173,520 226,6 30 
Albany, N. Y.... 2,835,727 2,055,766 2,065,495 28.0 +O0.5 167,678 192,123 14é 
‘Atlanta, Ga. ... 1,418,604 3,866,170 4,136,762 —6.4 + 7.0 319,844 395,108 23 
Baltimore, Md at 5,571,740 5,747,460 6,149,862 +10.4 +- 7.0 477.154 601,480 26 
Birmingham, Ala 3,387,982 3,672,284 3,820,248 +12. + 4.0 282,618 320,880 13 
| Boston, Mass. > 6,071,672 $968,764 4,996,006 23 —0.3 121,746 500,515 is 
Bridgeport, Conn 448,180 2 608,480 2. 788,016 + 13.9 + 6.9 208.404 258.468 24 
Buffalo, N. Y.... 3,906,126 3,639,741 3,943,874 1.0 +8.4 $11,710 370,183 is 
ee SS ere 983,988 1,443,560 1,332,237 35.4  (& 123,204 119,087 4 
Cedar Rapids, la 1,231,004 1,229,172 1,246,994 1.3 + 1.5 y 
Charleston, W. Va ~ 2,693,404 2,531,992 2,717,050 0.9 +73 
“Chicago, 111 7,801,772 7,413,902 7,574,940 2.9 2.2 
Cincinnati, O 4,263,459 4,216,588 4,247,339 4 1.0 
Cleveland, © $569,052 4. 5.600 5,016,638 G8 3.7 
Columbus, O 3,433,631 3,493,392 3,489,241 1.6 0.1 
Dallas, Tex. .. 5,619,897 5,343,879 5,283,443 6.0 1.1 
Davenport, la, 2,317,157 2,459,520 2,487,394 + 7.3 + 1.1 
Dayton, © 3,455,566 3,625,052 3,802,356 10.0 169 
Denver, Colo 2,356,829 2,192,937 2,277,614 3.4 3.9 
Des Moines, Ia 1,711,661 1,757,165 1,643,668 —4.@ 6.5 
Detroit, Mich 5,181,966 ~ 5,809,562 = 11.3 + 8.6 
Kl Paso, Tex 2,674,056 2,770,936 14.9 10.9 
Erie, Pa. = ; 2,490,320 2,363,508 4.4 0.8 
Evansville, Ind 3,241,028 $084,396 +2.0 + 7.2 
Fall River, Mass S78,904 879,279 + 8.2 +81 
| Flint, Mich, apts 2,619,736 2,208,416 : - 10.0 + 6.7 
Fort Wayne, Ind 2,736,496 2,777,348 + 2.4 0.9 
Giary, Ind. ... , 1,429,496 1,585,682 11.0 + 0.1 
Grand Rapids, Mich 2,289,230 2,370,667 +70 3.3 
Greenville, S. Cc... 1,679,944 1,872,422 + 19.4 7.1 
Houston, Tex 1.274.986 1.794.620 + 11.6 O.5 
Huntington, W. Va 1,875,351 2,039,755 + 11.6 2.6 
Indianapolis, Ind 4,141,32 4,527,558 +13.4 3.7 
Jacksonville, Fla. 2,373, 868 2,470,832 +77 3.5 
Jersey City, N. J. ,793 545,944 545,350 + 0.3 0.1 
Kansas City, Kan 75,444 T71, 820 690,025 + 2.2 —10.6 
Knoxville, Tenn. ..... ,738 2,832,116 2,714,573 2.5 —4.2 
Little Roek, Ark. 910 2,328,144 2,541,336 +8.7 + 9,2 
Los Angeles, Cal,. 747 7,006,300 6,211,707 gs 0 11.4 
Louisville, Ky 776 3,605,073 3,810,909 + 2.4 5.7 
Lynn, Mass. ...... 048 2,111,186 2,460,882 14.9 + 16.6 
Manchester, N. H 162 994,425 945,675 6.1 4.9 
‘Memphis, Tenn 910 3,528,476 3,370,640 + 9.7 1.5 
Miami, Fila. .... 410 5,051,788 4,725,862 + 3.1 6.5 
Milwaukee, Wis. 738 4,171,420 4,389,117 12.1 + 5.2 
Minneapolis, “Minn 5.635 803— 3,269,858 3,144,932 a 3.8 
‘Nassau County, lL. I 662,897 555,904 860,978 30.0 54.9 
New Bedford, Mass 792,162 859,572 2,166 + 18.9 4.6 
New Haven, Conn 390,136 2,488,990 824 + 11.3 6.9 
New Orleans, La 5,124,092 5,342,550 5,349 +1.2 3.0 
New York, N. Y. 15,688,844 15,518,439 9. 1.5 04 
Brooklyn, N. Y 1,102,841 952,363 72,793 11.8 + 2.1 
MIOTTOIN, VR. 2200. 2,483,068 2,517,480 794 + 10.0 +85 
Oakland, Cal : . 2,057,475 2,382,469 8,955 14.2 1.4 
Oklahoma City, Okla 2,568,090 2 049,936 206 14.0 17.9 
Omaha, Neb re 1,! 1,563,176 307 + 4.7 0.7 
Peoria, Ill 2, > 968,275 7,52 + 14.2 9.1 
Philadelphia, Pa 7, 7,516,776 7,976,064 7.0 + 6.1 
Phoenix, Ariz 1,! 2,245,180 2,346,190 + 18.2 1.5 
|| Pittsburgh, Pa 5,! » H23,0380 5,747,476 7.1 2.2 
| Portland, Ore 3,: 2,768,454 3,296,932 0.2 19.1 ' 
Providence, R. 1 3, 3,178,701 3,187,591 2.9 0.3 } 8, 
| Reading, Pa 3. 2,744,246 2,819,728 8.7 2.8 216,566 179,514 - 
Richmond, Va 3, 3,168,284 3,195,206 1.8 O.8 260,064 268,688 
Rochester, N. Y¥ 3, 4,036,567 4,043,280 + 2.5 0.2 298,487 371,788 24 
| Rock Island-Moline, Ill. 2, 133,936 2,353,614 +13.0 10.3 217,350 214,060 
Rockford, Il. 3 2.16 ‘ 2? 517.578 20.1 16.7 87.446 198.00 
Sacramento, Cal 2 170,056 2 OO1L,076 2,189,124 -oO.9 a4 148.946 175.042 
|} San Antonio, Tex 1,901,381 1.947.173 > 160,215 + 13.6 10.9 157.248 193.756 
i*San Diego, Cal 3.360.876 2,683,968 163,036 5.9 17.8 209,734 269,052 - 
} Seattle, Wash 2 927,590 1 161.088 , O89 226 +5.5 93 239.820 975.576 
South Bend, Ind 1,446,308 1,361,635 1,515,670 + 4.8 + 11.3 112,754 145,848 
i Spokane, Wash 1,854,398 1,668,716 1,635,914 11.8 2.0 153,104 153,468 
St. Louis, Mo 4.821.565 4.848.540 1,727,200 20 2.5 597,040 $19,035 
St. Paul, Minn 2,734,840 2.914.802 2,720,176 0.5 6.7 239.342 259,514 ° 
| "Syracuse, N. Y 8,134,425 1,806,654 2,948,261 _ 5.9 +63.2 170,870 03,11 : 
Tacoma, Wash 1,605,240 1.773.294 1.728.230 7.7 26 157.878 142.57¢ 
| Tampa, Fla 1,779,946 2,217,166 2,123,618 +19.3 4.2 186,578 187,464 
Toronto, Ont., Can 4,467,099 4,255,449 4,424,531 1.0 +40 514,384 152,0 
Troy, N. Y 1,050,646 1,076,866 1,125,432 +71 + 4.5 95,186 116,984 
| Tulsa, Okla 2,380,938 2,490,152 > SS4,876 8.6 s 204.442 240 
Washington, ID. C 7.890.584 983.228 1.168.771 16.2 24 766.490 868.0 ‘ 
Youngstown, © 1.892.114 2.180.919 2,251,829 19.0 995.526 °15 * ‘ 
Total 262,898,904 262,970,763 270,998,478 +3.1 + 3.1 21,484,277 24,461,38 ~ 
1 Atlanta Georgian and Sunday American ceased 7 Spokane Press discontinued March 18, 1% { 
publication Dec. 17, 1939 * Commercial Appeal published 328-page ‘ 
2 Chicago Herald & Exam. discontinued Aug. 28, 1939 issue Jan. 1, 1940, containing 428,848 lir , ' 
3 Minneapolis Star and Journal merged Aug. 1, 1939 vertising ‘ 
+ Newsday launched Sept. 3, 1940 ® Syracuse Journal published 100th Anniver I 
Oklahoma News discontinued Feb. 24, 1939 tion March 20, 1939, containing 216,037 li: 1 
6 San Diego Sun suspended publication Nov. 25, 1938 vertisine ( 
eee 
Joins Robert McKeown succeeded by James A. Moran. Mr. | department of Campbe! -Ewa 
" , Moran was formerly > ‘itv Cc any. New York i 
Charles V. Allen has joined the ( 1 was formerly in the publicity Company, New York. _ | 
sales staff of Robert McKeown : 
Company, Newark, distributor of . TTT : 
electrical supplies. He was formerly | }'°*®o"'<¢ GIBBONS KNOWS CAN DA ent / 
advertising and sales promotion | |“°""*'* A I omon ‘ 
. ~ nd WINNIPEG | 
manager of John C. Dolph Com- ancow ‘ 
pany, Newark, where he has been J. J. GIBBONS LIMITED - ADVERTISING AGENTS , 
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TEA AND BRUSH private consumer education system | newer consumer agencies. Fortu- Eastman Kodak Company, A. W. 
Federal Help for iene ees = |is rendering. In Texas a million- nately a substantial group in the Sherer, National Biscuit Company; 
‘ P dollar program is being planned by advertising fraternity appreciates H. M. Warren, National Carbon 
Get this new miracle clothes brush |the Advertising Federation to com- that the older consumer education Company: T. H. Young, United 
Ask d ———_ (bat subversive elements fighting|is not enough. Some advertising States Rubber Company; and G. M. 
Consumer e | advertising. On the Pacific Coast! materials and merchandising poli- Coffyn, Chatham Mfg. Company. 
a similar program has been devel- cies have already been drastically 
|oped on a three-year basis. Certain | revamped to replace special con- 
by Colston Warne |elements in advertising feel strongly |Sumer pleading with accurate data. Ensell to WABC 
‘that the only type of consumer | The policing of false advertising has E. Schuyler Ensell has joined the 
(Continued from Page 1) ‘education should be their own, or | improved and occasionally words of | sales staff of Station WABC, New 
’ ' ‘at least that which sympathizes|real encouragement are shouted York. He was formerly with Inter- 
should be made to counterbalance with their objectives.” across the consumer fence. national Radio Sales and previously 
the scarcity pressure from business | All of this leads to the conclusion, “Consumer education movements oli cm DD om ha yy — 
groups,” he asserted. “Unless a |according to Prof. Warne, that “the do not deny advertisers their right —” _— s —— wee 
program for increased civilian pro- time has come to make consumer | to present their goods through their ae 
duction is undertaken immediately AS IT education definitely a national re- | private type of consumer education. iad — 
by a governmental agency, empow- BRUSHES! | sponsibility, not the private preserve | They do resent the assumption that To Everybody's Daily ¥ 
ered to spend sufficient funds to , of profit-seeking groups. In a /| advertisers have earned the right to J. C. McKinney, formerly in the 
develop production increases wher- Gert te quite etewt period of national defense, we|control the press, the schools and | advertising department of the Chat- 
ever shortages of consumer goods | 42 mos terminus au |cannot permit choice to be left to the allegiance of the public. There tanooga News, has been named ad- 
appear or undue price ris€S OCCULT, | Sen WeiicdlyesuyitOsceyes \the haphazard play of competing) '!s 4 need for balance.” vertising director of the Polish 
we can look forward only to a@| SStimpectercdstat ou |advertising pressures. Basically, Everybody's Daily, Buffalo, N. Y. 
period of rapidly rising prices which peeveniomraeiti-gonens \there are four reasons why con- ae en 
will parallel the situation 25 years ‘onttinan Footie tt Lo sumer education is today a national ANA Seeks N f Hunt 
ago Reg tb algennr ra ee ge tue Coctayy Btatoempnn ten —— of the first order: e ee or mun i 
don the scarcity pattern whic QS | Mew Yes Gin, eadesng 210 in exte “1. In a democratic society, it is U b d S rowne Vintners Company, New 
so characterized our economy and Sip pecage Vor ge fu Bab essential that we distribute abun- n 1ase ources York, will launch a pm Pa in 
make consumer welfare its con- dance instead of subsidizing scare- f M 7 D mid-April for Hunter Rye whisky, 
cern.” ity. Wherever restrictive practices “ agazine ata ee et _ ~~, all — 
Business in the Saddle of price maintenance, output re- oe shi Tork, April 9—A demand Massachusetts. , : 
striction, or curtailment have grown |!©r more qualitative information 
We have added to the earlier pat- up, consumers have a right to insist [regarding magazines was reported 
A terns of environment and _ social that supplies be increased rather |here this week, following a meet- 
\ force “a powerful educational sys- than prices raised or qualities |!"& of the Association of National | MAI LING LISTS 
tem which we call advertising and TODAY! erate 7 reduced. . i saage—e a committee. 
: salesmanship,” Prof. Warne said. ! hetecenmen Once meme | a zordon Cole, advertising manager, | 
~ “For good or ill, this system has yh na j= End “Superfluous” Advertising Cannon Mills, presided as chairman | A GET OUR FREE 
4 largely dominated the field of COM-|  lucneea-remineenew | on pe "4| “2. It is especially imperative of the committee. AY REFERENCE 
§ sumer training. — . ‘that worthless and injurious prod- ANA members seek data on the! 
3 “Administered in the American ——__— |jucts be eliminated from the market effectiveness of magazines as an ad- | BOOK and 
manner and in a thousand fields,| A — rd label from Lipton's tea or |.4.4q that false and misleading | V¢rtising medium with emphasis on | MAILING 
this consumer education is peddled pean ags, oo —_ ae ro | advertising as well as superfluous ae readership, Mr. Cole said. LIST CATALOG 
9 by more than a million partisans eae oman Hog Bi ie aiundinaal advertising be eradicated. [In Unbiased | sources” were specified 
1 who seek to insert feet into reluc-| ;, ¢he Grand Rapids, Mich. Press, | answer to a question from the floor as the basis of such information, in 
: tantly opened doors to sell insur- The offer expires June 30. Prof. Warne later amplified this |Preterence to its issuance as pro- 
\0 ance, to suggest that we buy this remark by asserting that false and motional material, he added. 
~ snappy model—just $4.98. It is 8N | the principles of progressive educa- misleading advertising could prob- P+ alos riniagl Mr. ae bay =e 
9 education in which the _ pupils, tion and has related his messages to ably be eliminated by giving bigger | SNA magazine committe are: Elon Gives counts and prices on accurate quaranteed 
9< re as > chare > = “ ‘ _— z ¢ . “341 . y og tT ye | Borton, LaSalle Extensio U iver- mailing lists of all classes of business enter- 
( adults as well as youths, share. The | ¢. J ijiar and accepted themes. He |#@PPropriations to the Federal Trade ’ , n UNiver~ | prises in the U. 8S. Wholesalers—Retailers— 
24 school room of the advertiser is the | examines his pupils by periodic |Commission. He did not offer any owe ee oe > =. SOE, Manufacturers by classification and state 1" 
= world. His instruments are varied. | tents in the ‘marca place On | Specific suggestion as to the means Drackett I roducts Company, Rob- | geofesstonal nen, eutecwners, incometicte,ete. 
: He prepares his own textbook, | occasion he even supplies ‘manuals | Which might be employed in eradi- ert Brown, Bristol-Myers Company; | Write today for your copy 
attractively printed in colors. He | counseling nour to deni with. saeeihs ‘cating “superfluous” advertising, i < . ¢ arr, Aluminum € ompany of | 
my often has his own staff of instruc- otiwant pupils who fail to show but did toss out the suggestion that America; J. R. Collins, Libby, Me- | is é POLK&CO 
“ tors, specially trained to do an | satisfactory educational progress. |a tax on advertising might be one one : ween 2 “4 rag meen ’ 7 r 
+3 effective job. He has taken over lite issues’ convincing booklets for|Way to solve the problem]. a at yen ea reo —— "cecil Wenl Ga 
a4. his teachers showing how to meet lg a “" i omen Pol ener Sewing Machine Company: £ E. | World's Largest City Directory Publishers 
+ common fallacies such as ‘I can't See menteeen Peet natu. |Meyer, International Cellucotton | Mailing List C lers. Business Statis- 
10. lafford it’ ‘I'd rather save my|that consumers secure education enients mo 2. i Cethee ties. Producers of Direct Mail Advertising. 
a | money,’ or ‘I’ll wait to talk this over concerning prices and qualities of eee Seay an ere 
344 with my husband.’ He offers re- goods. : 
Ty | wards to his faithful pupils in the “4. In a period of emergency e 
11) form of romance, health, beauty, CoNSumers may expect the govern- | 
+ 18 prestige and exhilaration. He even |™ent to take leadership in estab- | 
a has degrees, although these are |!ishing and assisting the local and 
TF apparently given for bad conduct. sess Pipperoose- ope tgp ee @ > 
3 You can get b.o., double o, gingi- | PrOV'!4ing people with Information 
z _ COLOR CORRECTION vitia, ofe., you fail to show por sf as ead mG ae MO Sor ew 
“4 i COPY PHOTOS factory response. dollars. + 
mT a STUDIO PHOTOGRAPHY Takes Story Into Schools Asks Federal Help 
98 PHOTO ENLARGEMENTS “Dissatisfied with the orbit of his The schools can’t do the whole 
ré activities which reach from the |Job, Prof. Warne declared, since 
Cs RAPID COPY SERVICE CO. eight o’clock serenade (compliments | Consumer buying data becomes out- ¢ 
hy e123 N. Wacker Drive ... CHICAGO of Griffin’s shoe polish) to slumber- moded quickly, and therefore con- 
x © 415 Lexington Ave. .. NEW YORK ‘time melodies (by courtesy of RCA |Sumer groups outside the schools 
+12 * Ninth-Chester Bldg... CLEVELAND Victor), he continues his educa- | and in contact with adults—such as 
= tional work into the public schools |Consumers Union—must — supple- GIVE US$ /0 DAYS HERE 
+19 themselves. Samples of his mer- ment and continue the teaching in 
- chandise are to be given to the | the schools. AT FRENCH LICK SPRINGS 
iat children through cooperating teach- | But again, “it is obvious that 
+1 ers. Charts and pamphlets tell the |Consumers Union and all other «+ to Prove You Can Feel ; 
2 child why he should use Coty’s consumer agencies put together are 


Lik N P § 
not large enough to meet the need. KO G WOW Ferson: 
‘Consumer aid must be a national 
responsibility to be met by the fed- 
eral government as well as through 
the already existing non-commer- 
cial agencies. . . 
“What today 
an immediate and comprehensive 
program launched by the federal 
government; one which will really 
reach working class groups. .. We 
imperatively need a government 


perfumes, Talon zippers, Ivory soap, 
Pet Milk, Crisco, or Jell-O and Kel- 
logg’s corn flakes. Teachers are 
cordially invited to join the staff of 
this major department of American 
consumer education and to share in 
spreading the knowledge of our 
fairyland of nylon and cellophane. . . 

“Business pressure groups have 
increasingly come to treat public 
education an extension of their 
long-established private system of 


is most needed is 


PRINTING 


as 


a . consumer education. But it is not| testing program and the establish- 
OF cceahuse Ab-denk - enough that they should have an|ment of standards for an ever- € THOUSANDS HAVE DISCOVERED EASY 
com plete — Ad- setting, entree for their materials. . . They | widening range of consumer goods. 4 
Engraving and Printing. You should also launch campaigns to (It is fantastic that today the con- b\ | WAY TO REGAIN HEALTH...VITALITY! 
can use one or all as required, eliminate such critical materials as | Sumer division in national defense AS It's amazing how quickly French Lick Springs MIN- 
‘ bur all are here ready to serve might undermine an unswerving |!5 hidden in a Washington back }\ | ERAL BATHS rest tired muscles .. . “unwind” taut 
on, . h allegiance to nationally advertised | alley; is inadequately staffed, and is AY nerves. TESTED REDUCING PLANS and expert 
- aoe en Sree ones products and the American way of |not given the power genuinely oe diet counsel are also available to help you lose e..cess 
there is often a distinct advan- life which they espouse. The Na- to meet the national consumer x .) weight. Here, world-famous PLUTO Spring Water 
tage in having your typography tional Association of Manufacturers crisis. . . ) has helped thousands re-discover their health and 
done where you can get engrav- thus subtly mails to its members Faint Praise for Business ~ i vitality. And there's fun at OUTDOOR SPORTS— 
; | in d fs j analyses of textbooks with the MfiiC” yy swimming, riding, skeet and trap-shooting .. . golf 
| os press — Sin any knowledge that its strategically- “This consumer program will be , YF on two championship courses. Plan now to re-vitalize 
FB) wentity. Phone Wabash 7820. placed partisans will stop discordant | fought by the reactionary business yourself at this famous health spa. Make your reserva- 
ows A notes from entering the educational | groups, who fight all changes. It tions now while the Spring season is at its height! 
si halls. . . should be welcomed by the more < ry ond Balti & Ohio Railrood 
: Fai . : far-seeing elements in the business 
———4 a thorn Corporation Talks of Textbook Battle community. The private advertis- | run, FRENCH LICK SPRINGS 7] f " 
- Sherman Street, Chicago, Illinois “The Advertising Federation of |ing educators of America are by no ‘a oa, 


AComplete Day and Night Service for 


America has launched the battle 
Advertisers and Advertising Agencies 


against the Rugg textbooks to erase 
doubts as to the type of service our 


FRENCH LICK, IND. « T. D. TAGGART, Pres. 
| CHICAGO OFFICE: 221 N. Michigan Ave., ANDover 2223 © NEW YORK OFFICE: 11 W. 42nd St, BRyant 9-6347 


means a wholly iniquitous group. 
They are definitely not unanimous 
in opposition to the growth of the 
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little darlings of Callander, Ont., | King Features, which has had JACK ARMSTRONG news program on a network. Cyr. 


Quints’ 0. K. on 
Baby Ruths Sets 
Pace for Drive 


Curtiss Hits 
Field 


Copy | 


Chicago, April 10.—When_ the| 
Dionne quintuplets eat their first | 
candy that’s news and when that 
candy happens to be the Curtiss 
Candy Company’s Baby Ruth that’s 
the makings of an advertising cam- 
paign which is now descending on 
the consumer public on such a 
broad front that few sweet tooths 
in the United States will escape its 
influence. 


Heretofore the tummies of the 
ADVERTISING LAYOUTS 
A R LETTERING 

| ILLUSTRATING 
CENTRAL 9503 RETOUCHING 


STRIBLING Ctssoccd 


' 
j 140 South Dearborn Street 


Chicago, Wi. 


didn’t come any closer to candy | 
confections than Corn Products Re- 
fining Company’s Karo corn syrup | 
and the public was duly informed 
to that effect in paid space. 


It may | 
|or may not be important to add that | 


picture rights for the Quints ever 
since the Newspaper 
Association gave up its exclusive 


arrangement about a year ago, is, | 
of course, supplier of pictures for | 
the Curtiss copy. The first adver- 


C. L. Miller Company, New York,|tisement appeared in the April 7 


handles both the Curtiss and Corn | 

establishing | Saturday Evening Post. 
|}some sort of continuity in the job | pear next in the April 13 issue of 

Broad ca 

in Promotion @ppointment, to their little Cana-|May issues of the monthly maga- 


Products accounts, 


of being sweets purveyors, 
dian majesties. 
With just what gusto 
news can be seen from the fact that 
copy is scheduled for six general 
magazines, 25 women’s magazines, 
about 11 juvenile publications and 
some seven comic books. “It will 
be one of the largest magazine cam- 
paigns for candy ever run,” advises 


Irving M. Tuteur, account execu-| 


tive. 
No copy would be Quint copy 
unless it portrayed the five little 


| Dionne misses and so Curtiss groups 


the lasses behind a big red package 
of Baby Ruth in unmistakable 
fashion. Reasons why Dr. Allan 
Roy Dafoe, physician-in-waiting to 
the Quints, finds Baby Ruth O. K. 
for his charges are laid on with 
a generous hand and the little doctor 
himself gets into the picture with 
a personal testimonial. 


Curtiss | 
|Candy Company is spreading the 


| include 


Life, followed by this week’s The 
It will ap- 


This Week, and afterward in the 


zines. Most of the copy occupies 
half-pages in two colors. 

Although Curtiss has been nego- 
tiating with the guardians of the 
Dionnes for months, the go-ahead 
signal was received not too long 
ago, which meant that the campaign 
had to be whipped together not only 
with speed but also with consider- 
able discrimination. As usual, the 
guardians are super-cautious about 
what the Quints are allowed to say, 
especially when that say-so takes 
the nature of a testimonial. 

The promotion program also will 
boxes to tie in with the 
Quints, window streamers, two flat 
sheets for New York subways and 
Chicago elevated stations, box cards 
to go on box displays and broad- 
sides to the trade. Curtiss officially 
broke the news to its own organiza- 
tion in its house publication, 
“Wham,” the week of March 24. 


Human Interest Story 
on the Grain that 
Waits for Rain 


OG WAITS at master’s grave! 
Girl waits for lover! Mother 
waits for wandering boy! 


Yes, waiting makes a perfect for- 
mula for the human interest stories 
with which most editors beguile you. 


Capper’s Farmer Objective Jour- 
nalism can turn up human interest 
stories, too, on the waiting theme. 


Here’s the one on the 


Waits Patiently for Rain... a bit of 
Objective Journalism that has saved 
countless dollars for hundreds of 


farmers ... and which 


make Capper’s Farmer the most po- 
tent advertising medium in the farm 


field. 


Grain sorghums make excellent 
silage and feed for cattle and will 
replace corn in feeding. Best of all, 
during dry spells they just stop 
growing and wait for water where 


most crops dry up and 


When rain comes, sorghums start 
growing again and mature just as if 
nothing had happened. 


During the drought cycle of the 
‘30's many farmers, in what are or- 
dinarily good rainfall areas, needed 


else.’ 


Grain that 


has helped 
cases. As a 


a crop like that to replace the corn 
which dried up. But the experts had 
drawn a line around a certain sec- 
tion and said, “That's the sorghum 
belt. They won't grow anywhere 


Luckily farmers didn't believe 
them. When stories of fast grow- 
ing grain sorghums appeared in 
Capper’s Farmer, enterprising corn 
growers and cattle feeders in other 
localities bought sorghum seed and 
planted it. Objective Journalism fol- 
lowed through and reported such 


result grain sorghums 


are being grown even as far north 


as the Dakotas and Central Wiscon- 


sin. Wheat 


die. 
And there 


farmers are growing 


them for beef cattle, dairy cows, 
hogs, lambs and poultry to stabilize 
their incomes. General farmers are 
growing them to protect against 
corn crop failures. 


you have another ex- 


ample of Objective Journalism in 


action ... another reason why Cap- 


per’s Farmer is read intelligently 
from cover to cover in more than 
1,200,000 modern farm homes. 


CAPPER’S FARMER 


TOPEKA, KANSAS 


In these 13 states, the 
richest half of the Farm- 
Dominated Mass-Market, 
Capper’s Farmer is read 
in one out of every three 
homes. 


Enterprise | 


lf his parents, Mr. and Mrs. Edward 
Armstrong, have anything to say about 
it, young Jack Armstrong — youngest 
addition to a Grand Haven, Mich., fam- 
ily—will grow up to be an All-American 


boy. The family listens to, and likes, 

General Mills’ Jack Armstrong radio 

program so much that the addition was 
given the mythical hero's name. 


P&G Adds 59 
Uz S. Canadian 
Station Outlets 


New York, April 9.—Another 
step in the reshuffling of Procter & 
Gamble Company’s radio programs 
| was taken this week when 34 out- 
lets in the United States and 25 in 
|Canada were added to the station 
|lineups of four dramatic serials on 
'the Columbia Broadcasting System. 
| Early in March 
|drastic cut in radio network expen- 
|ditures by slashing its total network 

time from 34% to 29 hours weekly. 
The new move, effective April 28, 
will intensify P&G’s promotion in 
the Southeast and Middle West. In 
addition to increasing the number 
of outlets, the company is also mak- 
|ing changes in products promoted 
/on the various programs and chang- 
'ing broadcast periods. The moving 
;}and expansion day affects six pro- 
|grams, the total of P&G’s daily 
jserials on CBS. 
The largest increase in station 
lineup is for “Woman in White,” 
which adds 16 outlets for a total 
of 50 in the United States and 
begins broadcasting over 25 of the 
Canadian Broadcasting Corporation. 
| With the expansion, the program 
will promote Oxydol instead of 
Camay soap. Blackett-Sample- 
Hummert directs the Oxydol ac- 
count. 

“Life Can Be Beautiful,” cur- 
rently advertising Ivory soap, adds 
five stations in the CBS Southeast- 
ern group for a total of 42 and 
shifts to Ivory Flakes. Compton 
Advertising is the agency. 

“Road of Life’ adds seven sta- 


total of 33. 
mote Dreft on the new outlets, 
while continuing commercials for 
Chipso on the other 26 
Blackett-Sample-Hummert handles 
the Dreft account, and Pedlar & 
Ryan, Chipso advertising. 


adds six outlets, also in the Middle 
West, making a total of 44 stations 
in the United States and 17 in Can- 
ada. Compton Advertising directs 
the account. 

“The O’Neills,” for Ivory soap, 
moves to the five o’clock spot and 
“The Goldbergs,” currently 
moting Oxydol, moves to the fol- 
lowing quarter-hour and shifts to 
Duz. Blackett-Sample-Hummert is 
the Duz agency. 


time or station setup for “Those We 
Love,” a half-hour dramatic show 
|for Teel and Drene aired Monday 
|night on 71 CBS stations. 


Hit Parade Renewed 


American Tobacco Company has 
renewed “Your Hit Parade” for 
| Lucky Strike cigarets. The pro- 
|gram is aired Saturday from 9 to 
19:45 p. m. over 103 CBS stations. 
|Lord & Thomas has the account. 


Colgates Sponsors News 


Colgate-Palmolive-Peet Company 
will take over “Elmer Davis and the 
News” for Palmolive soap, begin- 
ning June 1, in what is said to be 
| the first sponsorship of a seven-day 


P&G made aj} 


tions in the Middle West, making a | 
The program will pro- | 


stations. | 


“Right to Happiness,” for Crisco, | 


pro- | 


No change has been made in the | 


rently sponsored by Gillette Safety, 
Razor Company twice weekly, Dayi: 
will continue to broadcast from 8:55 
to 9 p. m. over 90 CBS Stations 
Ward Wheelock Company is the 
agency. 


Philip Morris Adds 


Philip Morris & Co. has renoweg 
“Crime Doctor” and will add six 
stations of the Florida group Sept. 
28, making a total of 70 CBS sta. 
tions. The program is broadcast 
Sunday from 8:30 to 8:55 p. m, 
through Biow Company. 


Al Pearce Renewed 
R. J. Reynolds, for Camel ci; 
and Prince Albert pipe tobacco, hag 
renewed the Al Pearce series, ef 
tive early in May. The prograr 


broadcast Friday from 7:30 to 8 
p. m., over 79 CBS stations. wWij- 
liam Esty & Co. is the agency. 
Replace Shows 
Howard Clothes, Inc., will present 
“Bull Dog Drummond” as a summer 


replacement for “Show Of the 
Week” which gave its last perform. 
ance March 30. The new 10W, 
beginning April 6, will be ire 
Sunday from 6:30 to 7 p. m. ove; 
leight MBS stations. Redfield-Jobn. 
‘stone directs the account. 


Campbell Made KGO, KPO 


Sales Promotion Chief 
Jack Campbe!] 
who was Westerr 
regional acdiver- 
tising manage; 
for Schenley Dis- 
tilleries, coordi- 
nating advertis- 
ing and sales 
activities for that 
corporation in ll 
Western _ states, 


® has been made 
manager of sales 

¢ promotion for 
— KGO and KPO, 


| Jack Campbell San Francisco 
Mr. Campbel] 


succeeds Gene Clark, who has been 
|transferred to the production de- 
|partment of the stations. 


‘Holmes to “Child Life” 


Walter R. Holmes has been ap- 
pointed Eastern advertising man- 
ager of Child Life, Chicago. He wa: 
|formerly with Holmes & Stephen- 
|son, publishers’ representative. 


|Walsh Advances Two 


C. B. Stenning and W. George 
Akins, directors of the Walsh Adver- 
tising Company, Ltd., Windsor and 
Toronto, Ont., have been appointed 
| vice-presidents. 


| es 

Rose Opens Office 

Nathan Rose, advertising artist 

|formerly with Barker Bros., Los 
Angeles, has opened an art servic 

| office at 403 W. Eighth street 


NO WAITING 
for type prool 
Set your own type 
quickly with 
FOTOTYPE 
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haract 


At a cost of only 4% of a cent 
you can set a complete displ. id in 
few minutes. No experience or | cen 
essary. Merely insert Fototyp: {boat 
letters in a special composing > 
short order your copy is all se! 


planograph, or zinc reproduc 


Write for... y 
FOTOTYPE 50° 
Over 90 ty pe sf gfe 
Get the facts for 
free book TOD 


THE FOTOTYPE COsPOE 


625 WASHINGTON BLVD... “' 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


PAINTINGS LEND APPEAL TO INSERTS TIE DISPLAY 


TRIO HONORED AT CLEVELAND CELEBRATION 


These three, A. H. "Bish'’ Madigan and Clyde Horton, charter members, and 
Chares W. Mears, veteran dean of the Club's advertising school, received tributes 
at the Cleveland Advertising Club's 40th anniversary celebration. 


j 
j 


t —-.._ © 


<> Gomme 


= HARPER BURNER SYSTEM 


a (2) 


‘ % 
ae 


 GBRTS of BUD OH Bases » 
LER Pits to teres | T 
— 


Reproduced above are the first and second pages of two different two-page 
0 magazine inserts released to gas trade journals by Harper-Wyman Company, 
maker of top burners for gas ranges. On the left is a reproduction of one of the 
paintings by artist Frank Lemon, depicting the discovery of gas about 1660. At 
} the right is the second page of one of the inserts, with a letter from an appli- 


Bamboo and palm trees from the tropics 
form the background for this display 
of Beau Brummell Palm Beach ties. The 
full-colored lithographed card, created 


: : “+ iy : - ‘ by the Forbes Lithograph Company, Former presidents and the current head of the Cleveland Advertising Club, who 
TT ance retailer testifying that demonstrations pay in the selling of gas ranges. Boston, is for use in retail store win- attended its recent 40th anniversary celebration, include (front row, left to 
I Ivey & Ellington, Inc., is the agency. dows. A smaller card suggests Palm right) Wilbur H. Hyde, William Ganson Rose, George Buehler—now president 

Beach ties as gifts for Father's Day, —and A. H. Madigan; (back row) Sterling Graham, John F. Patt, James Leslie 
June 15. Hubbell, Charles H. Kellstadt and Royal M. Alderman. (Story on Page 29.) 


CIRCUS POSTER GOES ULTRA-MODERN FOR 1941 


Ringling Bros avo Barnum « Bailey 


OLD KING COLE, MOTHER GOOSE 


\CULAR FANTASY 


Se ates or oo 

es =~ es 

Film player Marilyn Hare perches on a fender of a new Dodge Job-Rated truck, 
one of a fleet owned by Bekins, Los Angeles van and storage company, and helps 
promote Southern California's All-Winter Sun Festival. The festival emblem is 


carried on the side of the truck, sandwiched in between the name of the 
company owning the truck. 


PRODUCED BY JOHN RINGLING NORTH CREATED AND COSTUMED BY NORMAN BEL GEDDES 
FREE RIDES THE WINNER ee 9 STAGED BY ALBERTINA RASCH 


oat 
: 


Thanks to designer Norman Bel Geddes, the old circus poster—unchanged in 40 years—has been brought up to date with a 

flourish, for Ringling Brothers and Barnum & Bailey Combined Shows, Inc. Circus owner John Ringling North called in gi 

Mr. Bel Geddes to streamline the entire circus, including the advertising. This poster, building up interest in an Albertina nt: 
Rasch staged fantasy, and others were produced by McCandlish Lithograph Corporation, Philadelphia. og 


CAR CARDS WITH TABS RANGE FROM DANCERS TO DOGS 


Your Greatest 


DICK JURGENS 


And His CELEBRATED ORCHESTRA 


LAWRENCE WELK 


And His “CHAMPAGNE MUSIC” 


ricc me i , - sn 
{hoat Two Children under 12 Ride Free BALLROOM $s"; 


tvery Sunday with each fare -paying 
passenger on PTC street cars and 


subway-elevated trains. 


food (left) will 


reach out for new 


LiTY scissORsS @ 
a8 of UrmERETTE waaEY 
t 
Book o* IDEAL AS And Ideal 
od fe a BRIDGE PRIZES oP Te ~ ahe 


vost “SProach 4g spring brought out this oo GIFTS. . ARMY KITS 


“crous three-sheet poster, reminding cards with customers with car 
“ups that the Philadelphia Trans- Gloria McCall, Greensboro, N. C., girl, “take - ones” cords corrying “take- 
| Pal , ton Company is featuring a policy captured the grand prize for the most have barged ones” with @ coupon 
, ns two free rides to children beautiful costume at the annual Mad into new fields end premium offer. 
* 12 with each fare-paying passen- Arts Ball, New York advertising men's in Chicago under the aegis of National Transitads with the Aragon and Trianon 
Aaron & Brown Advertising Agency dance, April 5. Admission tickets to ballrooms (above) merchandising their recreational and entertainment facilities 


created this campaign. the affair were dunked in perfume. with tear-off sheets which teach dance steps. (Story on Page 6.) 
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ADVERTISING AGE 


This page, reproduced in 
miniature, was published 
in Advertising Age, No- 
vember 4th, 1940. 


April 14, 194] 


i lly eve 


During the year 1940 the Chicago Herald- 
American gained 1,429,654 lines of paid 
advertising. This year the trend continues. 


During the First Three Months of 


Through March the Herald-American’s advertis- 1941 ...the Chicago Herald- 
ing increase totaled 577,644 lines. IN 15 American Gained 
MONTHS AN INCREASE OF MORE THAN 

TWO MILLION LINES. The Herald-American 577,664 


has made this progress because it has produced Lines of Paid Advertising 


for merchants and manufacturers. It has pro- 


duced for merchants and manufacturers be- DAILY SUNDAY 


. . . ° . ] A — ° d tisi 
cause the bulk of its circulation is concentrated ee ae Oe ae See 


UP 268,023 lines UP .. 169,148 lines 
among the market's most responsive families. 
. i . Classified Advertising Classified Advertising 
Average daily circulation thus far this year UP 97,433 lines UP __......43,060 lines 
exceeds 460,000. Average Sunday circulation Total Paid Advertising Total Paid Advertising 
thus far this year exceeds 900,000. Things are UP 365.456 lines UP 212.208 lines 
happening in Chicago. The Herald-American Source: Media Records. 


is GROWING PLACES. GROW with it. 
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